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GIVES BEELINE SERVICE 
TO DEALER ORDERS 
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SMOOTH EDGE ¥ TRUSS-WING 


CORNERITE CORNER BEAD 
f 4 1 * 22 
= (A > 
“— 
i “Se Orders come directly to Bostwick main office located at the 
CY’ factory. Thus the usual “red tape” and delay are eliminated in 
= servicing dealers’ mail orders and inquiries. And remember, Bostwick replies 


are made by company executives. Try this truly “all dealer” service. 


Send for samples of Smooth Edge cornerite and Truss-Wing corner bead. 
We'll show you some product advantages which you can sell. 


Losturick Products 


All types of metal lath, standard and expanded corner bead, 
cold rolled channel iron, hanger wire, tie wire, cornerite, 
wall ties, wall plugs, metal arches, mortar boxes. 


THE BOSTWICK STEEL LATH COMPANY 


100 HEATON AVE. . NILES, OHIO 
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provide more and better building products to consumers at lower real costs with 
fair wages and profits to all who serve in the industry. 

2—Coordination of all production, marketing, research and professional activities 
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products—including the functions of the manufacturer, wholesaler, retailer, architect, 
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the industry's consumer selling activities in the local community. : 

4—Perpetuation of the American ideal of a free people as the basis of a more 
abundant and meaningful life for all. 
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toward these ends. The Editors 
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PRESIDENT TRUMAN’S HOUSING BILL would put the govern- 
ment in the position of making direct housing loans for the first 
time, as well as liberalizing the amounts and types of mortgages 
which the government can insure and would allow private lend- 
ers to sell almost all of their government-insured mortgages to a 
government ‘secondary market’ whenever they need cash. It 
sounds like lending a helping hand in a time of need, but it also 
opens the door to vastly increased government participation in 
and influence on private business. 


AS GOVERNMENT AGENCIES and national propaganda groups 
get deeper into the low cost housing needs, they are being con- 
fronted with two facts that are beginning to make their previous 
public utterances sound a little ridiculous: In the first place, 
their own facts’ are proving that the private building industry 
has done an outstanding job of geting houses built at an average 
price under $7,000. Secondly, they are finding it more than a 
litle difficult to suggest specific ways to improve on the job pri- 
vate industry has done. 


THE HOUSING FORUM reported in a late issue of Life maga- 
zine showed one particularly encouraging sign. The housewives 
interviewed, representing all parts of the country, made the im- 
portant point that a house varies basically from other purchases 
because it represents a way of life and not just a product to be 
bought, used and discarded. Those in the industry have always 
known this and the special problems it creates. Now, perhaps, 
the public also is beginning to see through the loose talk that 
has passed for supreme wisdom on the housing problem. 





CAN FARMERS AFFORD TO BUY BUILDING MATERIALS? 


COMPARISON of farm commodity prices and building materials shows that 
the farmer is better able to afford new and remodeled buildings now than any 
time in the past ten years. A bushel of grain today will buy one and half times 
the amount of building material today that it would buy in 1939. A similar 
advantage holds true for other major farm products. This is a selling point 
that will carry weight with most farmers, since they are used to figuring corn 
to hog and feed to milk ratios. 


INDEX OF WHOLESALE PRICES OF SELECTED COMMODITIES 


1939 = 100 
Dairy Building 

Grains Products Materials Cattle Hogs 
1939 100.0 100.0 100.0 100.0 100.0 
1940 116.0 111.7 104.8 105.9 86.7 
194] 130.7 125.3 114.0 115.0 143.1 
1942 158.5 143.7 121.8 140.8 208.0 
1943 198.3 159.3 123.1 156.5 217.9 
1944 216.4 159.0 127.5 157.6 207.2 
1945 221.3 159.9 130.1 165.2 220.8 
1946 265.2 209.1 146.1 198.6 264.6 
1947 359.2 231.2 198.3 270.3 372.1 


1948* 344.9 259.1 219.1 323.5 360.5 





*11 month average. 
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EXPANDING HOME 


One bedroom house that can 
grow with family suggested 


A SOUNDLY planned home that 
starts with one bedroom and can be 
enlarged as the family grows, is 
the soundest approach to the dilem- 
ma of building a house the average 
income man can afford, according 
to a recent release by the United 
States Savings and Loan League. 

Writing under the title “Sus- 
taining the Value of Small Houses,” 
William H. Scheick of the Univer- 
sity of Illinois Small Home Council 
makes some telling points for the 
future of the expandable house. 

Mr. Scheick says that the first 
requirement for a sound “basic 
house unit’? with only 600 or so 
square feet in living area is that it 
be able to be expanded in the fu- 
ture. Rules layed down for the fu- 
ture expansion plans include: 

1. All expansion must be struc- 
turally possible by adding simple 
wings or by completing attic space. 

2. There must be provision for 
expanding the heating and wiring 
systems since the trend nowadays 
is toward more heavy appliances 
such as ironers, driers and ranges. 

3. The planned expansion should 
provide for the addition of a bed- 
room and the enlargement of the 
utility area and addition of a ga- 
rage. It is also pointed out that 
if the expansion calls for three or 
more bedrooms it must be possible 
to enlarge the living room in the 
original space. There is a fallacy 
in the assumption that a larger 
family can still get along with a 
very small living room and kitchen- 
laundry area, Mr. Scheick holds. 


The second fundamental plan- 
ning requirement for a_ house 
which is able to be expanded in the 
future is the placing of the build- 
ing on the lot so that there will be 
space for an addition. “When a 
house is placed in the center of the 
site, the owner may find to his dis- 
may that neither a garage nor an 
additional bedroom may be added 
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THE MODERN ANSWER TO 
COMPLETE WINDOW 
PROTECTION... 


The newest, 
most advanced 
Combination 
Storm Window 
and Screen on 
the Market 











@ Here at last is permanent © 


all-weather window protec- 
tion in one complete unit 
that does away forever with 
the irksome chore of install~ 
ing screens in summer and 
changing to storm sash in 
winter. 


Draft-free ventilation is 
finger tip controlled with 
danger of damage due to 
sudden rain or snow com- 
pletely eliminated by Secur- 
ity’s umique  free-sliding 
glass and screen panel. Per- 
manency, economy, easy 
operation and many other 
features besides being priced 
for a volume market, com- 
bine to make this a com- 
bination storm window and 
screen that you can sell 
with customer satisfaction 
year ‘round. 


DEALERS 


Seeing is believing .. . 
convince yourself by 
writing today for a 
working model demon- 
stration. 


Literature and prices are 
also available. 


THE SECURITY CO. 


1757 PURITAN > 





DETROIT 3 





when he is ready 
writes Mr. Scheick. 

“My insistence upon the ex- 
pensible features of house and site 
planning does not go unchallenged. 
Opponents maintain that people do 
not add to their houses but sell and 
build or buy larger space. I think 
they assume that the owner can sell 
without serious loss of equity. It 
seems not improbable to me that 
today’s generation of home owners 
with large percentage, long-term 
loans, may not have this choice a 
few years hence when loans are 
only partially amortized. 

“The opposing: opinion is also 
based on past experience with 
homes that were not planned for 
change or expansion except by 
costly, makeshift alterations. I 
maintain that we must build to the 
fullest utilization of our technical 
knowledge. If this includes previ- 
ously unknown possibilities for ex- 
pansibility in the house plan and 
structure, nothing is lost and much 
is gained when the owner or new 
occupant desires a change. 


to expand,” 


LUMBER GUIDE 


Information for buyers of West 
Coast lumber listed in directory 


WEST Coast Lumbermen’s As- 
sociation has announced the publi- 
cation of the January 1, 1949 
edition of “WHERE TO BUY.” 


This directory of the members of 
W.C.L.A. is revised twice yearly. 
The newest edition reflects the con- 
stant progress of the West Coast 
lumber industry toward providing 
dependable industrial and home 
construction lumber to meet the 
demand. Information contained is 
designed to help the lumber buyer. 
In addition to listings of lumber 
and wood pipe manufacturers, log- 
gers, timber fabricators and treat- 
ers, there is also shown detailed in- 
formation as to capacity, facilities, 
species and lumber items manufac- 
tured and a growing list of wood- 
conserving by-products. Also listed 
are 37 W.C.L.A. lumber promoting 
publications that are available in 
quantity to dealers for distribution 
to their customers. Only 4 of these 
involve a charge, the rest are free. 

Twenty-eight previous members 
show an increased productive ca- 
pacity and 10 new members have 
been added since the last directory. 


Over 50 manufacturers show 
changes involving mailing ad- 
dresses, officials, facilities and 
products. 


This new “Where To Buy” rep- 
resents the latest information pub- 
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lished on West Coast Lumber man- 
ufacturers. Copies may be secured 
by writing West Coast Lumber- 
men’s Association, 1410 S. WwW. 
Morrison Street, Portland 5, Ore- 
gon. 


BUILDING CODES 


Uniformity of code provisions 
is best way to speed reform 


PROGRESS in the moderniza- 
tion of local building codes can be 
speeded up if the sponsors of vari- 
ous model codes will strive for a 
maximum of uniformity in their 
code provisions, Charles M. Mor- 
tensen, executive secretary of the 
Producers’ Council, national organ- 
ization of building products manu- 
facturers, believes. 


“The national meeting of code 
writing groups to be held this 
month in Washington will afford an 
opportunity to achieve a greater 
degree of uniformity,” Mr. Mor- 
tensen said. 


“In addition, the national and re- 
gional groups which prepare mod- 
ern building codes can perform an 
important service by coordinating 
their efforts to encourage com- 
munities to modernize obsolete and 
restrictive local codes. Now that 
the Housing and Home Finance 
Agency is prepared to help in pro- 
moting building code revision, 
rapid progress should be possible if 
all interested groups cooperate in 
the effort. 

“While it is generally recognized 
that no one standard code can be 
written that will meet the needs 
of all communities in all parts of 
the country, certain sections of all 
codes can be made more uniform, 
thus making it easier for individ- 
ual cities and towns to select the 
code provisions most suitable for 
local use. 

“Code revision made unprecented 
progress in 1948, but many hun- 
dreds of communities still are 
clinging to obsolete codes which 
prevent the use of new cost-reduc- 
ing materials and methods, and 
thus unnecessarily increase the 
cost of constructing homes and 
other buildings.” 


NORTHERN HARDWOOD 


Flooring now available for 
all types of construction 


TOTAL production of Northern 
Hard Maple, Beech and Birch 
Flooring for the year 1948, as re- 
ported by member and non-member 
flooring mills, amounted to 67,658,- 
000 feet, an increase of 20.8% in 
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A NEW LINE OF PACKAGED BATHROOM ACCESSORIES.. 





meets the exacting demands of you and your customers. 
Style-chrome by Tiletone—Beautifully designed, wrought 
and forged of enduring brass, nickel plated for protection 
and then brilliantly plated with sparkling, lustrous, lasting 
chrome. - 


PACKAGED FOR GREATER CONVENIENCE... 


Packaging means a saving of time and correct filling 
of orders. Every accessory is packed complete with screws, 
backplate and instruction sheet. And all at no extra cost— 
yes, Style-chrome packaging offers you these four advantages: 

1. Easy to find—reduces error 

2. Better display—eye appeal 

3. Easy to store 

4. Protected against damage 


Tiletone also offers a complete line of Ceramic bath- 
room accessories in white or black finish. 


Look for our booth at the Hardware and Builder 
Supply Shows. 


Pertial list of other Tiletone Bathroom Accessories... 
Paper Holder— Aluminum Roll Round Towel Bar 


Soap Dish with Drain Grab Bar 
Robe Hook Soap Holder 
Square Towel Bar Tumbler Holder 


Soap Holder and Grab Bar 


° TILETONE COMPANY ° 


2323 Wayne Avenue, Chicago 14, Illinois - 
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See how easy if is fo 
store packaged Style- 
chrome bathroom acces- 
sories. 


i | 

i 

Please send me my free copy of your 
catalog—Style-chrome Bathroom Acces- i 
sories by Tiletone— A. L. i 
| 
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The real test of any screen is its 
* y in upkeep, easy installation 
and simple storage, and the new 
Keystone Fr I Tensi Screen 
will star in these as well as many 


other features with your customers. 





Outstanding 
Selling Points 
For Your Customers 


Easily hung with just one round 
headed screw per holder—no clumsy 
hangers. Tension at bottom easily ad- 
justed to permanent setting. 

Free floating sill bar automatically 
adjusts screen to uneven or off-level 
sills. 

Vertical edges are five strand sel- 
vage, of special flat wire, to keep edges 
taut. 

Economical in first cost and upkeep, 
Keystone tension screens cost less 
(complete) than ordinary wood frame 
screens in the “raw” (without hard- 
ware, painting or fitting). 

“Do it yourself’: customer gives 
dealer correct size and then easily in- 
stalls them all himself same day as 
received. 

Screening easily replaced in case 
of damage by sliding out of bar holders 
and putting in new piece—a mere fold 
holds the wire screening tight in top 
and bottom bars. 



























Fight ie 
KEYSTONE WIRE CLOTH CO., 
Dept. 28, Hanover, Pennsylvania 


Yes, send me complete details, prices and 
discounts on NEW profit-making Keystone 
Frameless Tension Screens. 


KEYSTONE 


Name. .ccccccccccecs Cocccccccccccecs 
mms WIRE CLOTH CO. 
City. +++ soreeeers State. ....eseeeeuee HANOVER, PENN. 
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comparison with the year 1947, ac- 
cording to the public information 
department of the Maple Flooring 
Manufacturing Association. 


“With these actual production 
figures totaling 67,658,000 feet 
estimated at 90% of industry, pro- 
jection to 100% basis results in a 
fairly accurate production estimate 
of 75,175,000 feet for the entire 
Northern Hardwood Flooring in- 
dustry during 1948,” the release 
continued... 


“Industry figures for 1948 ship- 
ments totaled 70,155,000 feet and 
for new orders booked, 68,375,000 
feet, an increase in shipments over 
1947 of 15.6% and a decrease in 
new orders booked of 2.2% com- 
pared with the previous year. 


“Stocks at MFWA member mills 
are low in comparison with pre- 
war years, showing an average of 
3,671,000 feet for 1948. Com- 
pared with the 1935-1939 average 
amounting to 16,190,000 feet, the 
decrease in average stocks is 
77.3%. 

“With substantial increases reg- 
istered for production for the third 
straight year, builders are now as- 
sured of Northern Hard Maple, 
Beach and Birch Flooring for all 
types of building projects. North- 
ern Oak Flooring production has 
also increased during the past few 
years, with manufacturers booking 
both strip and patterned designs 
for residences and_ large-scale 
apartment projects. 

“Architects and school officials 
are showing increased interest in 
our products for schools scheduled 
to be built during 1949. It should 
be pointed out to them that real 
economy can be practiced with the 
use of the lower grades of North- 
ern Hardwood flooring for many 
spaces in school buildings. 

“MFMA Second Grade Hard 
Maple Flooring, for instance, is 
quite satisfactory for gymnasiums, 
classrooms, shops, cafeterias and 
other rooms in school and institu- 
tion buildings. If school budgets 
are limited this year, Second Grade 
Hard Maple Flooring, either in 
strips or patterned designs, can be 
safely considered and at a _ sub- 
stantial saving in cost. The MFMA 
research department, Oshkosh, Wis. 
welcomes inquiries on the uses of 
the different grades of Northern 
Hard Maple, Beech and Birch 


Flooring.” 
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"i BIG WINDOWS 


Architect: Melvin Warner, Berea, Ohio. 
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AF 

—s Home buyers and builders want the beauty of Picture 

uled Windows... and demand comfort at the same time. That’s 

ould why more and more building specifications call for Thermo- 

= pane* ... the insulating, double-glass windowpane. 

othe To keep up with the growing demand, lumber dealers 

lany find it pays to stock Thermopane. .. manufactured in over 
70 standard sizes. Made-to-measure units are available 


lard on order. 


Two Panes of Glass 






Bondermetic Seal* 
(Metal-to-Glass) _@ 





i L-O:F Glass Distributors can help you work out an 

ims PY 

seal adequate stock .. . without excessive inventory .. . based on 

titu- Thermopane sizes most frequently ordered. For full details, 

gets write for our Thermopane book and standard size list.  *@® 

rade Cutaway View of 

- in Thermopane 

n be 

sub- weeny em cuts heat loss, re- 

‘MA duces owndrafts, saves fuel in 

Wis winter... helps protect rooms 
: from outdoor heat in summer. 

s 0 


MADE ONLY BY LIBBEY-OWENS-FORD GLASS COMPANY 
529 Nicholas Building, Toledo 3, Ohio 
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FOR LASTING PROTECTION 





INSECT WIRE SCREENING 


There is no screening like wire screen- 
ing for lasting protection in window, 
door, and porch screens. Cortland 
Brand wire screening keeps the pests 
out and gives years of dependable 
service. Wire screening will not burn or 
sag; takes a minimum of tacking for a 
smooth, tight job; and it gives added 
security to windows left unlocked. 


Cortland Brand wire screening has 
been tested under all conditions since 
1873. For sure satisfaction specify 
Cortland Brand insect wire screening 
whenever you install new or replace 
old screens. There ts a Cortland Brand 
wire screening for every purpose made 
to full compliance with U. S. Bureau of 
Standards specifications for steel, 
bronze, and aluminum wire: 


Cortland Gray Wick - Popular all- 
purpose grade steel wire, electro- 
coated and enameled against corrosion. 


Cortland Bronze - Special alloy 
wire, rustless, and not affected by salt 
air, acids, or gases. 


Cortland Aluminum - Lightweight 
Alclad aluminum wire can’t rust or stain. 


Wire - Poultry Netting - Nails - 
Wire Screening 





BRAND 
Wickwire Brothers, Inc., Cortland, N.Y. 
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COST OF HOUSING 


Average price is far below 
figures generally publicized 


THE nation’s savings and loan 
associations made substantial head- 
way in 1948 in their program to 
concentrate available mortgage 
funds on new homes priced under 
$10,000. 

This is the conclusion drawn by 
the United States Savings and 
Loan League after a breakdown of 
government statistics showed that 
for the first ten months of 1948 the 
average estimated cost of a new 
dwelling in urban and non-farm 
areas was $6,693. 

In this period, permits issued to 
begin construction on 467,953 
dwellings were valued at $3,131,- 
854,000, as compared with 429,025 
units valued at $2,428,257,000 for 
the first ten months of 1947, or an 
average cost per unit of $5,650. 

Morton Bodfish, Chicago, IIl., 
chairman of the League’s executive 
committee, asserted that the new- 
ly-released statistics point up these 
two salient facts relative to the 
progress made in housing last 
year: 

1. That the vast majority of the 
near-record 930,000 homes _ pro- 
duced by private industry during 
1948 were within the means of the 
typical American family. 

2. That savings associations 
across the country, by funneling a 
higher percentage of their mort- 
gage credit into new low priced 
homes than ever before, had been 
a strong force in preventing home 
prices from skyrocketing out of 
reach. 

In the face of a general overall 
hike of 18 percent in labor and ma- 
terial costs per unit during the 
year, Bodfish said it was notable 
that in 51 percent of states that 
the average valuation of new hous- 
ing was less than $6,000. 

In only 28 percent of the states, 
said Bodfish, was the valuation of 
the average new home in excess of 
$7,000, while in eight states the 
average cost was under $5,000. 
These latter were Alabama, Arkan- 
sas, Georgia, Kentucky, Louisiana, 
Mississippi, New Mexico, and Ten- 
nessee. 

The statistics referred to urban 
sections alone. If non-urban fig- 
ures were included in the study, 
the study, the national average cost 
per unit would be somewhat lower. 

It was estimated that the financ- 
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ing of new homes by the nation’s 
savings associations went past the 
$1 billion mark for the first time 
in 1948, and represented a rise of 
nearly 30 percent over the previous 
peak annual total. 


WHERE MATERIAL GOES 


Public construction takes big 
share of many building products 


MORE than 80,000 public con- 
struction projects have been started 
since the end of the war, in an up- 
surge of school, hospital, highway, 
sewer, water, and other public im- 
provements in all parts of the coun- 
try, according to Melvin H. Baker, 
chairman of the Construction In- 
dustry Information Committee. 

“Highway construction and pav- 
ing of roads and city streets has 
accounted for almost 55,000 pro- 
jects, more than all other types of 
public construction combined, at a 
total cost of $3.5 billion since the 
beginning of 1946,” Mr. Baker 
said. 

“The total includes more than 
7,200 educational projects—schools, 
colleges, and libraries —or about 
21% for every county in the coun- 
try, on the average. - In addition, 
there have been almost 900 publicly 
financed projects for hospitals and 
institutions, and 5,600 for other 
public buildings. 

“Sewerage and water supply 
projects have numbered nearly 11,- 
000. Publicly - financed utilities 
undertook 1,900 projects, of which 
more than half were for electric 
light and power facilities, while 600 
projects were for waterfront im- 
provements, intended to stimulate 
local commerce and industry by 
improved dock facilities. There 
also were around 100 projects for 
major municipal transit improve- 
ments. 

“Expenditures of state and local 
governments for construction were 
more than $2.6 billion in 1948 
alone, having risen to 5 times the 
1945 figure, a rate of increase as 
great as that for private construc- 
tion. 

“These projects include new con- 
struction, major improvements, and 
additions, but exclude minor main- 
tenance and repairs.” 


1949 CONVENTIONS 


Corrected to press date—exhibits 
except when marked by asterisk (*) 


February 14-15-16—Lumber Merchants Assn. 
of Northern Calif., Santa Cruz, Calif., Santa 
Cruz Hotel. 

February 15-16-17—Wisconsin Retail Lumber- 
mens Association, Milwaukee, Wis., Milwavu- 
kee Auditorium. 
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, March 28, 29, 30—T Lumb 
, work and Supply Dealers Association; Knox- 


February 17-18—Virginia Building Material 
Association*, Richmond, Va., John Marshall 
Hotel. 


February 22-23—Lumber & Supply Dealers’ 
Council*, Augusta, Ga., Sheraton Bon Air 
Hotel. 


February 23-24-25—Nebraska Lumber Mer- 
chants Association, Omaha, Nebr., City Audi- 
torium. 


February 25-26—West Virginia Lumber & 
Builders’ Supply Dealers’ Association*, Wheel- 
ing, West Va., McClure Hotel. 


March 1-2-3—Indiana Lumber & Builders’ 
Supply Assn., Indianapolis, iInd., Murat 
Temple. 


March 10-11-12—Intermountain Lumber Deal- 
ers Association, Salt Lake City, Utah, Hotel 
Utah. 


March 14-15-16—Independent Retail Lumber 


Dealers Assn., Minneapolis, Minn., Hotel 
Radisson. 
March 16-17—Lovisiana Building Material 


Dealers Assn., New Orleans, La., Jung Hotel. 
March 16-17-18—lowa Retail Lumbermens 
Association, Coliseum & Hotel Savery, Des 
Moines, lowa. 

March 23, 24, 25—Carolina Lumber & Build- 
ing Supply Assn., Civie Auditorium, Asheville, 
N. C., George Vanderbilt, Battery Park 
March 24-25—Florida Lumber & Millwork 


Association, Inc.*, St. Petersburg, Fla., Soreno 
Hotel. 





, Mill- 


ville, Tenn.; Andrew Johnson Hotel 


April 7-8—Mississippi Retail Lumber Dealers 
Assn., Biloxi, Miss., Buena Vista Hotel. 

April 7-8—New Jersey Lumbermens Associa- 
tion*, Atlantic City, N. J., Traymore Hotel. 
April 10-11-12—Montana Retail Lumbermens 
Association*, Missoula, Mont., Florence Hotel. 
April 21-22-23—Southern California Retail 
Lumber Assn., Los Angeles, Calif., Ambassa- 
dor Hotel. 

April 24-25-26—Lumbermen’s Association of 
Texas, Dallas, Texas, Fair Park Agricultural 
Bldg. 

April 28-29-30—T » Millwork 
& Supply Dealers Association, Andrew John- 
son Hotel, Knoxville, Tenn. 

May 6-7-8—Arizona Retail Lumber & Bldg. 
Supply Assn., Douglas, Ariz., Gadsden, Ariz. 
Note: Convention schedules for the following 
were not available at publication time: 
Arkansas Association of Lumber Dealers. 
June 8-9-10—South Dakota Retail Lumber- 


men’s Association, Rapid City, S. D., Munici- 
pal Auditorium. ~ 
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“Gurney, must you bring the office 
home with you every night?” 





Some burning 


questions on 
your business 


Future... 


Mosler 


Safe Survey 
FREE! 


A Mosler representative 
will make a _ thorough 
analysis of your protec- 
tive needs and give you 
a simple, helpful report. 


Don’t wait for a _ test 
by fire! 








Builders of the U. S. Gold Storage 
Vault Doors at Fort Knox, Ky. 


BuILDING Propucts MERCHANDISER 








matches 


are made to 






Start FIRES... 


... thousands a day in your building! 


And one small fire can spread...can 
destroy your records! Then how much 
of a business would you have left? 


Imagine yourself with no record of 
accounts for resuming business . . . and 
no proof of loss for collecting insurance. 


FOUR OUT OF TEN firms never reopen 
after losing their records by fire! 


@ An old, heavy-wall safe cannot be 
trusted to protect records. Do you know 
how old your safe is? 


© A second-hand safe may not be 
reliable, even though it “‘looks” like new. 
Do you know if your safe has ever been 
in a fire or burglary ? 


You can’t depend on any safe without 
the label of the independent Underwriters’ 
Laboratories, Inc. Does your safe have 
the proper labels? 


© Do you know that Mosler gives you 
extra protection with specific design 

features and workmanship to exceed the 
requirements for the labels on the safe? 


Send coupon today for invaluable help 


ge Mosler Safe c 


Largest builders of safes and vaults in the world 


The Mosler Safe Co., Dept. 62 
320 Fifth Ave., New York 1, N. Y. 


I’d like to have a free Safe Survey made bv my nearest 


Mosler representative. 


Please send free booklet: ‘‘“What You Should Know’ 


About Safes.” 


Name__ 





Firm___ 





Address 
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GLAZING FAILERE 
PERMA GLAZE: 


FAST SET 
NO PRIME 


TIGHT BOND! 
MINIMUM SHRI 
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LABORATORY CONTROLLED 





PERMA GLAZE works fast... stays put. Ship or move to stock 
straight from production. 


e No priming, no reglazing. The job is fast and complete the FIRST 
time with PERMA GLAZE. 


+ Tough, fast setting outer surface protects soft adhesive bond, 
insures permanent glazing seal. 


s Laboratory controlled in production, PERMA GLAZE remains 
resilient, unaffected by climatic changes. It does not crack or check. 


= PERMA GLAZE remains in suspension in storage, ready for use 
instantly. No reworking necessary. 


* Custom designed to speed production, eliminate glazing problems, 
PERMA GLAZE is better for any job, any time, any place. 
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"One of the Finest Things | Have Read 
in a Long Time™ 


To the Editor: I have read and re-read your edi- 
torial “Social Consciousness vs. Socialism” which ap- 
peared in the October 23rd issue of your magazine, 
and I want to say that it is one of the finest things 
that I have read in a long time. 

It certainly is putting it up to business men to do 
their part in this country, and I think that each in- 
dividual business has a job to do in showing labor its 
responsibility and that management has a grave re- 
sponsibility, also. L. N. BAGNAL, L. N. Bagnal 
Lumber, Winston-Salem, N. C. 


It Is Time That We Americans Stop to See 
Where We Are Going 


To the Editor: Congratulations on your splendid 
editorial “Social Consciousness vs. Socialism’’. 

I am taking the liberty of sending this page to one 
of our local newspapers the St. Louis Globe-Democrat 
with the hope they will ask and secure permission to 
reprint same for it is time that we Americans stop 
to see where we are going. 

This line of thought should be permeated through 
all real Americans and it is my sincere hope many 
other papers will catch on and spread this line of 
thinking. E. O. BEYERS, SR., Beyers Lumber Co., 
St. Louis, Mo. 


There Is Much Too Great Decentralization 
of Responsibility 


To the Editor: I am very much in agreement with 
your editorial “Social Consciousness vs. Socialism”’. 
I am also deeply gratified to find an editorial of such 
profound character and high idealism in one of the 
so-called trade magazines. 


You attribute part of our troubles to “the decentral- 
ization of responsibility in the industry”. This same 
thing could be said of practically all other U. S. in- 
dustry. There is much too great decentralization of 
responsibility except among the smaller firms where 
the originators of the business or their immediate 
descendants are still in control of management as well 
as finances. In these latter organizations it is still 
possible to find high character, and leadership for 
the people who work within the industry, although 
those instances are becoming rarer all the time. 

In the main we have too many remote, absentee 
stockholders and too few proprietors or owners. It is 
the same trouble which King George had with the 13 
original colonies. The absentee landlord-owners of 
the great plantations and other wealth of the colonies 
never saw the land, hence the proper operation of this 
to-be-the greatest-potential of the British Empire, was 
lost to that Empire. 

The same condition has existed before, and a great 
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BRADLEY MAKING RAPID COME-BACK 


FROM JANUARY 3rd TORNADO! 
PLANT DAMAGE LESS THAN FIRST THOUGHT — 


= 


This air view, taken since the storm, effectively refutes exaggerated reports that the entire plant had been “leveled.” Many 





A * 


SS 


vital buildings escaped, including planing mill, flooring plant, storage sheds, etc. {center foreground}; hardwood 
lumber yard {top center}, containing several million feet, escaped as did the office. 


It is gratifying to announce to the trade that removal 
of debris has revealed key power plant and pro- 


duction machinery units less damaged than expected. 


Starting with first things first, restoration of the power 
plant is well along. With this completed, each 
successive department of production will resume as 
rapidly as repairs can be made. As matters now 
stand, normal operations should be possible 
substantially sooner than indicated in our bulletin 
of January 6, particularly since our planing mill 


and hardwood flooring plant were not damaged. 


STANDARD OF 


With an electric power hook-up from the outside, 
production at the pre-finished hardwood flooring 
department has been resumed, so that 


SHIPMENTS OF 
PRE-FINISHED 
HARDWOOD FLOORING 
ARE ALREADY 
BEING MADE 


Bradley Brand will continue to supply our customers 
with premium quality for which it has long been 
known and identified by its famous red trade-mark 
as the 







COMPARISON 


TBRADLEY LUMBER COMPANY of 4nbansas 


WARREN, ARKANSAS 

















Mansion or modest cot- 
tage can have the very 
best, at the cost of ordi- 
nary windows. 








Good engineering and high pro- 
duction methods have eliminated 
all expensive field adjusting, hard- 


ware fitting and yeatherstripping 
—— an — 





you never need to paint aluminum. 








J.S. THORN COMPANY 
PHILADELPHIA 32, PA. 





LETTERS 


deal since, and now in our own country, industry of 
all kinds is getting further away from its owners who 
are the many thousands of stockholders, and is being 
operated by management which, however smart it 
may be, still is thinking in terms of continuity of its 
own perquisites and emoluments, and not thinking 
enough of the foundation on which it stands, and which 
makes continuity possible. They overlook that this 
foundation goes back to the idealism of our founding 
fathers, and our United States Constitution. 

But this makes too dry reading or discussion for 
most management who are almost completely unaware 
of that foundation in relation to their own business. 
It is a great shock to find the depths of this unaware- 
ness in some of our so-called leading businessmen. 
C. D. ALEXANDER, Bemis Bro. Bag Co., Indian- 
apolis, Ind. 


Approves "Creative Selling" by Ordering 
30 Copies 


To the Editor: We are enclosing our check for $30 
for 30 copies of your booklet on “Creative Selling”. 
This is probably the most tangible way to express our 
approval of this manual.—A. 0. LAMPLAND, presi- 
dent, Lampland Lumber Company, Saint Paul, Minn. 


An Old Customer Writes the Flint 
Lumber Company 


To the Flint Lumber Company: 

Dear Sirs: Twenty-five years ago last fall 

I started dealing with you; that’s not all. 
Twenty-five years I’ve continued to buy 

Supplies from you and others I’d try. 

But always come back to you again 

For I liked your stocks and I liked the men 

In the office and in the yard 

For one and all seemed trying hard 

To give us service with courtesy. 

And that goes well with others than me 

Of course there were times for adjustments, too, 
But they’d be done fairly I always knew. 

From newest yard man to the president 

It’s twenty-five years in pleasure spent. 

While I’ve not been the biggest of customers 

I have used most the woods from cypress to firs 
Pines and cedars and hardwoods too. 

Whatever I needed my work to-do. 

But mostly the thing that I wish to tell 

Is the satisfaction from personnel. 

While I’ve taxed their service and patience as well 
The Flint Lumber Co. has treated me swell 


Chas. A. Barton 


The above was sent by Mr. Barton December 15, 
1948, to the Flint Lumber Company, Flint, Mich. 
It is a fine testimonial.—The Editors. 


November 6 Editorial "Very Interesting" 


To the Editor: Your editorial in the November 6 
issue, entitled “Product Knowledge at the Manage- 
ment Level” is very interesting, and I am quite sure - 
that all of your subscribers felt the same way. 

Would it be possible for you to send me a reprint 
of this article for my files?—W. F. GORMLEY, Mar- 
ket Requirements Department, Henry Disston & Sons, 
Inc., Philadelphia. 
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WASHINGTON 


CALENDAR » 





CONSTRUCTION in general continues high, and 
government economists think it'll do pretty’ well 
through the year. So keep that guess in mind, even 
though a business readjustment of some sort is 
clearly in the making. The official estimate of new 
housing starts in ‘49 is set at 850,000; as compared 
with 925,000 last year. That's a lot of houses; fewer 
big ones, but a large construction total. 


THE HOUSING CHART in ‘49, according to Wash- 
ington economists, will weigh in with a graph all 
its own; a rather slow beginning, followed by a 
steady rise through the summer and fall. The 
soothsayers have built their estimate of 850,000 new 
units on an expectation of this kind of behavior. 
So if you credit these boys, and they've been hit- 
ting it pretty good, don’t get worked up if there’s 
a sluggish sort of spring. 


UNEMPLOYMENT is rising somewhat. Chiefly, 
at the moment, in the industrial East; although re- 
ports from the Middle West indicate that claims for 
unemployment compensation are going up. In 
lowa, these claims are 60 percent above the figures 
of a year ago. Some increase, although not that 
much, is reported in Nebraska, Missouri and Colo- 
rado. Midwesterners rely upon the coming con- 
struction season to reverse this course of things. 


NATIONAL JOBLESS FIGURES, as of this writing, 
are about two and half millions. It’s a guess. But 
clearly the level is higher than it was last fall. Esti- 
mates, depending upon which public or private 
agency you follow, are from three and a half to four 
millions of unemployed in July. Labor economists 
put it still higher. Few guesses go beyond the first 
half of the year. Prices and employment may be 
stabilized by then. 


INDUSTRIAL PRODUCTION is down a little from 
the top figure of last fall; but it’s not expected to 
slide very much. Softening of prices, rather than a 
decline in production volume, is the thing likely to 
cause the boom to drag its feet. Sure enough, some 
prices will go up a notch or two; such as steel. But 
in the main the cost-of-living price tickets are down 
1 little. Not so much; but they've declined for three 
straight months. 


SEVERAL LABOR UNIONS have decided not to 
ask wage raises now. A few unions, with wages 
itched to BLS cost-of-living statistics, will get a 
mall reduction. Most of the big outfits are asking 
or pensions and welfare arrangements, rather than 
1aking an unshirted wage demand. Wages are 
easiest to boost when the price of groceries is go- 
1g up. Labor leaders think the welfare things can 
oe justified by pointing at high corporation profits. 
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CORPORATION PROFITS are due to decline, be- 
cause of softening prices and, in some instances, 
because of higher wages. . . However, explain it as 
you will, the general climate of business is defi- 
nitely sunnier than it was two or three months ago. 
Nothing much of a basic sort has changed, except 
that business men took a look and found the eco- 
nomic machine working pretty well. Could be bet- 
ter. Maybe, can be fixed up. 


U. S. TREASURY expects automobile sales in ‘49 
to be substantially larger, measured in dollars, than 
in ‘48; also expects most other durable-goods sales 
totals to be close to or ahead of the ‘48 records. The 
most conspicuous decline expected is in the radio 
market. Nearly all nondurable goods will increase 
in market volume, when measured in dollars. This 
goes also for services, such as rail freight haulage. 


DEPARTMENT STORE SALES are up in volume; 
due largely, at the time, to January clearances. This 
proved, if anybody needed to be convinced, that 
there’s a volume market for goods desired by the 
public, if prices are. attractive. When these goods 
are replaced in the stores, most of the replacements 
will carry higher prices. Will buyer resistance re- 
turn? A good many worried retailers would like to 
know. 


BUILDING MATERIAL DEALERS have similar wor- 
ries; can't control wholesale costs. They're trying, 
by arguments and such. Like the drygoods dealers, 
they suspect the customers want quality goods at 
persuasive figures and otherwise may not be inter- 
ested. Said one dealer, ‘We're being priced out of 
our market for the one kind of house the public 
wants.” That is, a house that looks like a house, at 
a figure the family can see. 


OUTSIDE DOWN PAYMENTS are supposed to be 
the bottleneck in selling the modest house. A chance 
that credit terms will be eased, if housing gets off 
to a slow start. . . Cotton Northup, of NRLDA, has 
called sharp attention to the effects of the Admin- 
istration’s economic policies in actually creating 
inflated building prices. Cotton adds that the pres- 
ent MAY be remembered as “the day of low-cost 
home construction.” 


PUBLIC HOUSING seems fairly certain to be writ- 
ten into law by the 8lst Congress. Republican bills 
are essentially the same as the one introduced for 
the Administration except that the Republicans 
wouldn't authorize so many housing units. The 
Senate Republican bill would settle for 600,000 units 
in six years. House Republicans mention 800,000 
in six years. The Administration says 1,050,000 in 
seven years. 
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TELL YOUR CUSTOMERS TO— 






“ INSULITE 


It works this way: The more your customers use Insulite, the better 
they like its double function and the more they’ll buy. That means 
better volume, bigger income. But it also means more sales of 
related products. Insulite BILDRITE Sheathing helps sell more 
Insulite LOK-JOINT Lath. They team up to give you extra sales! 


INSULITE DIVISION MINNESOTA & ONTARIO 
PAPER “USB” COMPANY 
MINNEAPOLIS 2. MINNESOTA 
“Insulite’’ is a registered ° wail 2-9 
trade mark, US. Pat. Off 
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AM | CONTRIBUTING TO A POSSIBLE RECESSION? 


A question every business executive should ask himself as the seller's turns to a buyer's market 


Increasing numbers of soft spots are appear- 
ing in American economy. 


Reports from such industries as textiles, food 
products, appliances and clothing tell of de- 
clines in sales volume and increasing buyers 
resistance. 


In our own industry low grades of common 
lumber and certain other building material 
items are encountering inventory accumula- 
tions and price concession. 


After several years in which order-taking 
and allocations, rather than creative selling, 
have been the general practice, our industry is 
suddenly up against a slowdown in sales volume. 


A fatal decision confronts us. 


Shall we curtail advertising and sales pro- 
motional investments or take the necessary 
steps to restore and increase sales volume? 


Realistic management, whether manufacturer, 
wholesaler or dealer, will accept two self-evident 
facts: 


1) The underlying consumer need for the 
products of our industry has not been 
satisfied. In fact it has increased. 


2) We cannot expect to do the same volume 
in a buyer's market as we have in the 
seller’s with the same order-taking tactics 
and the same small investments in adver- 
tising. 

It is equally realistic to recognize the truth 

that unless beginning now we train our sales 
people in creative selling, increase their num- 
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ber, and appropriate increased sums for adver- 
tising and sales promotion, we are literally con- 
tributing to a recession. The only way to re- 
verse consumer unwillingness to buy is in- 
creased pressure on selling. 


If we just sit tight and do nothing we will add 
power to the deflationary forces. 


In an industry like ours in which the public 
need for our products is sufficient to provide 
good business for years ahead, we will be fool- 
ish, improvident and unworthy of our business 
franchise if we fail to put more drive into our 
merchandising efforts in 1949. 


Back in the depths of the last depression in 
1932 the underlying need for housing was great. 
Creative merchandising by manufacturers, 
wholesalers and dealers brought us out of that 
slump. Will we be wise enough this time to 
prevent another slump by using the tested 
tools that will do the job, namely aggressive 
advertising, selling and creative merchandis- 
ing? 


This issue cannot be dodged. Each one of 
us faces the question—In my current manage- 
ment decisions am I contributing to recession— 
or progress? 


EDITOR. 
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N THE WATERFRONT of the 
famed fishing port of Glouces- 
ter, Mass., the Gloucester Coal & 
Lumber Co. has a plant that ranges 
from a deep-water wharf where 
lumber is landed by ships, to a trim 
New Building Center that has just 
been opened as the major observ- 
ance of the firm’s 43rd birthday. 

The new center, located near fish 
processing and vessel outfitting es- 
tablishments, is a 3200 square foot 
showplace of today’s building ma- 
terials and appliances. It embodies 
the advances of the retail products 
trade and reflects the rich variety 
that characterizes Cape Ann and 
colors the company’s business. 

The New Building Center was 
designed to accommodate G. C. & L. 
Co. customers. This sounds simple, 
but in fact is a large order. That 
the enterprise is a success is dem- 
onstrated by the parade of booted 
fishermen, composition - conscious 
artists and prosperous summer res- 
idents, mingling with more conven- 
tional home owners and seekers, 
through the new shop. The vis- 
itors are finding scores of articles 
attractively arranged to encourage 
purchasing. Also they find an em- 
phasis on instruction. 
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NEW BUILDING CENTER has 3,200 square feet of floor space. 
story is used for lumber. Land in the rear extends to Gloucester harbor and 
the company’s own wharf. 


Second 
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MASTER 
MERCHANT 


COVER: Master Merchant Charles T. 


Heberle, Sr. 


New Eugland 


A KEY point in sales and instruc- 
tion and other phases of doing busi- 
ness is a handsome, original sales 
counter-desk. This extends for 16 
feet parallel to the front wall, and 
is located opposite the entrance, 
and in the rear of the shop. It 
was designed by the company’s 
planners and custom-built on the 


premises during the remodeling. 


The counter is 44 inches high and 
28 inches wide, and surfaced with 
prima vera Formica Realwood. The 
front wall, of sleek Korina ply- 
wood, slants upward and outward 
to provide space for customers’ 
knees as well as their toes. 

In back of the counter are 34 
compartments of varying sizes for 
holding circulars, catalogs, etc., 
where they can be quickly reached 
by attendants. These compartments 
have labels mounted on _ beveled 
edges to allow easy reading from 
above. At each end of the counter 
is a built-in desk for use of the 
sales staff. Each desk has compart- 
ments for papers and cards, writ- 
ing surfaces, and built-in fluores- 
cent lamp. Recessing of the writ- 
ing surface provides protection for 
papers, even if they are left by an 
employe waiting on a customer. 
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Gloucester (Mass.) Coal & Lumber Co., under the guidance of 
Master Merchant Charles T. Heberle, Sr. and son, have built 
a live-wire organization that is constantly building its 
volume among fishermen, artists and conventional home owners 


The New Building Center was 
fashioned from two stores occupied 
years ago by a wholesale grocery 
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CHARLES T. (“Cap”) HEBERLE, 86-year-old general manager and founder of the 
Gloucester Coal & Lumber Co., was formerly a towboat skipper. Charles T. Heberle, 
Jr., (right) son of the founder and company sales manager. 


Gutlding Center 


firm. Partitions were removed, 
and the floors were leveled and 
covered with asphalt tile. The front 
wall was transformed from a ware- 
house look to a series of eight plate 


glass windows allowing passersby 
full view of the interior. 
PRACTICING what they preach, 
the Gloucester Coal & Lumber Co. 
used a selection of fine materials in 


WATERFRONT VIEW of the company’s dock showing coal pocket and new sign 
advertising the building center. Motor vessel from Yarmouth, N. S., is discharging 
180.000 square feet of spruce. 
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* * * * * 


After 20 years as a coal com- 
pany, the Gloucester Coal & 
Lumber Co. added lumber in 
1925, hardware and paints in 
1930, home heating in 1940, 
fuel oil in 1934, and appliances 
in 1945. 


* * * * * 


finishing the new center. The main 
ceiling is Johns-Manville decora- 
tive tile, pre-finished in cream col- 
or in 16-inch squares. The office 
has a ceiling of Insulite acoustical 
tile in ivory squares. Office walls 
are finished with Weldtex plywood 
in 16-inch squares finished in 
bleached gray, with scoring lines 
of adjacent tiles running at right 
angles. 

A Pittsburgh Plate Glass Co. 
color dynamic recommendation was 
followed in the color scheme, with 
primrose yellow on the front (win- 
dow) wall, eyerest green on the 
side walls, rose tan on the rear wall 
and aqua green on other woodwork. 
Lighting is by fluorescent units 
with baffles to reduce glare, and 
overhead spotlights for featuring 
specific displays, particularly on 
Friday evenings, when the shop is 
open until 9 o’clock. 

Heating is by means of concealed 
hot-water radiators, with two aux- 
iliary blowers for severe cold 
weather. The company’s own heat- 
ing department made the installa- 
tion. An oil-fired boiler is used. 

An inner office is given flexible 
privacy by plate glass windows 
equipped with venetian blinds. 
Desks were made by the contractor, 
using flush doors for tops, Morgan 
kitchen cabinets for drawers and 
Korina plywood for uprights. Tonet 
bent plywood chairs, Swedish mod- 
ern in style, go with the desks. 

Building Center telephones, oper- 
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ated from a switchboard in another 
part of the building, are equipped 
with buttons so that a call can be 
taken on any of the several sets on 
counters and desks. Orders are ex- 
pedited at a new shipping desk that 
has two-way communication with 
all parts of the plant. 


KITCHENS FEATURED 


Six large shopping islands, cus- 
tom-built, display many articles 
conveniently, and are made more 
useful by elevated shelves and stor- 
age cases below. Household appli- 
ances, recently added to the com- 
pany’s line, occupy about half of 
the floor and add attractiveness. 
Twe kitchen displays are current. 
One shows Youngstown steel fix- 
tures, featuring pre-fabricated lino- 
leum-topped counters. The other 
shows Morgan wooden cabinets 
with red linen finish Formica tops. 
Windows have simulated garden 
scenes, and there is a garbage dis- 
posal unit rigged for demonstra- 
tion. 


A feature display that has some 
movement to it is a customary ex- 
hibit just inside the entrance. A 
50-year-old electric washing ma- 





Incentive Plan Helps Sell 
Appliances 


Appliances have become an impor- 
tant part of the company's merchan- 
dising program since 1945. Sales 
Manager Charles T. Heberle, Jr. of- 
fers a $5 bonus to any employe who 
supplies a lead resulting in the sale 
of a major appliance and a $10 bonus 
for a lead resulting in the sale of a 
boiler-burner or other complete heat- 
ing unit. Appliance salesmen work on 
salary except for these bonuses for 
leads. 

The company's appliance line in- 
cludes the following major appliances: 
electric stoves, dishwashers, refrigera- 
tors, ironers, garbage disposal units, 
home freezers, sinks, electric clothes 
driers, washing machines. A specialty 
of the company are custom-made 
sink counters surfaced with formica. 





chine, cumbersome but still in 
working order, was one. Modern 
window units, all set up, and major 
appliances, are others that have 
been used. 
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EYE-CATCHING ADVERTISING is written by Charles T. 

Heberle, Jr., sales manager of the Gloucester Coal & Lumber 

Co. The company spends one percent of sales for advertising, 
mostly newspaper space. 
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Tools are displayed dramatically 
in an illuminated recess where cus- 
tomers can feel the balance as wel] 
as look. Builders’ hardware items 
are kept in wall cabinets and coun- 
ters. An extensive line of paints 
includes a line of marine paint 
made in Gloucester. 


A particularly appropriate dis- 
play is an eight-foot skiff assem- 
bled from a_ pre-fabricated kit 
which sells for $35. 


TWO SPECIALTY SERVICES 


WHILE appealing primarily to 
home owners, builders and ama- 
teur wood workers, the Gloucester 
Coal & Lumber Co. has two local 
specialties. One is supplying lum- 
ber for repairing and remodeling 
fishing vessels and yachts, the other 
is catering to summer residents, 
whose needs differ from those who 
must cope with the New England 
winter as well as enjoy the cool 
summer. 


The firm has long dealt in large 
quantities of spruce, most of which 
is brought from Nova Scotia by 
water. Until fairly recently, state- 


ly coasting schooners, with from 
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CUSTOM-BUILT ISLANDS (top) with elevated display racks 
and storage below, allow plenty of room for floor traffic. Re 
cessed tool display (below) is illuminated by hidden light. 


Wall cabinets and counters are devoted to builders’ hardware. 
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Dollar Volume Sales Breakdown 


Gloucester Coal & Lumber Co. 
has been building its sales steadily 
for the past 43 years. Its annual vol- 











nt TE ume is now approaching the million- 
dollar mark. This is the sales break- 
S- 9 down for the last fiscal year. 
= Building materials .... . . $450,000 
't I Fuel (coal and oil)... .. _ 350,000 
Hardware and paints... ... 80,000 
Heating equipment ....... 60,000 
rw" $740,000 GET-TOGETHERS like these are held at the Heberle summer cottage and elsewhere 
“ to discuss company plans. 
er 
al 
m- two to four masts, brought tre- do an equal amount of business. per year on the company’s trucks, 
ng mendous cargoes—up to 400,000 Still active in daily supervision and posters on the property, use up 
er square feet—of boards, dimension and genial greeting of customers the rest of the funds. 
ts, lumber, plank and timber, for ship is Charles T. Heberle, 86-year-old By way of morale building, 
ho and wharf work. Now motor ves- founder and general manager of young Charles, as sales manager, 
nd sels, less picturesque but more apt the concern. He was a tugboat cap- arranges meetings of employes for 
01 to be on time, unload at the lum- tain until the advent of engines in instruction, sometimes at the plant, 
ber wharf. There are some hefty fishing vessels ruined the towboat sometimes at the Heberle summer 
ge timbers handled; 10x10 and 12x12 business. He is stilled called Cap camp, sometimes at a hotel or res- 
ch inch being fairly common. by all his employes and half the  taurant. An incentive commission 
by Summer houses, which are most- city. His son, Charles T., Jr., is plan spurs sale of major appliances. 
te. ly of wood, use white cedar shin- sales manager. He was largely re- All sales employes have been in- 
ym gles that weather to a mellow gray sponsible for establishing the New structed in building estimating and 
in the salt air from the Atlantic Building Center and is continuing have attended various institutes 
ocean. the renovation in the fuel and heat- held by manufacturers. 
Having men who can talk on even ing quarters. The 44 employes benefit by group 
terms with foreign-language speak- insurance, hospital expense insur- 
—~ ing residents from Italy, Portugal, ADVERTISING EXPENDITURES ance and retirement pension plans. 
Finland, Sweden is one of the com- YOUNG Heberle’s specialty is Key men include Edwin J. Mc- 
‘6 pany’s public relations measures. planning advertising, and writing Kay, assistant manager; Wilfred F. 


Another is cooperating in commun- 
ity activities, such as merchants’ 
sales events and neighborhood af- 
fairs. 

The comprehensive character of 
G. C. & L. customer lists is shown 
by the fact that residents of Glou- 
cester and adjacent towns buy 35 
percent of the goods sold, while 
contractors and operative builders 





interesting copy. The advertising 
budget runs to one percent of the 
sales, which amounted to approxi- 
mately $950,000 this last year. 
Bright ads in the GLOUCESTER 
DAILY TIMES and the nearby week- 
lies, the MANCHESTER CRICKET and 
IPSWICH CHRONICLE, account for 
80 perecent of the advertising ex- 
penditure. Direct mail, six posters 


Perry, lumber department manag- 
er; Robert H. Rapp, merchandise 
manager; Carl F. Anderson, build- 
ing materials sales manager; 
Ralph B. Day, oil department man- 
ager; Alymer A. Brown, home heat- 
ing department manager; Edward 
E. Lamb, hardware department 
manager; and Franklin R. Hinck- 
ley, auditor. 





NEW COUNTER DESK is the heart of the New Building Cen- 

oht ter. The 16-foot counter is 44 inches high and 28 inches wide. 

os Surface is prima vera Formica Realwood; front wall is Korina 
plywood. Unusual construction permits knee room. 


BUSINESS SIDE of consumer counter desk discloses 34 com- 

partments for catalogs, circulars, price lists and samples of 

building materials. Desks at either end provide space for 
clerical work, telephone order taking and typing. 
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Progressive Oklahoma dealer has built more than 
150 low-cost homes in 18 months at a package 
price that includes lot and basic appliances 


W ALTER H. HINTON, presi- 

dent, Geo. C. Wright Lum- 

ber Co., Altus, Okla., has an answer 

to the country’s demand for a good 
$6,000 house. 

The $6,000 house offered by this 

progressive Oklahoma building ma- 





HOW a $6,000 home (above) looks after 
a year of occupancy. 


SOME of the homes such as the one 
shown here, have -a built-in garage; 
others a car port. 
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terials dealer, has 675 souare feet 
of floor space. It is set on a lot 
averaging 50x140 feet, also in- 
cluded in the selling price. 

Included in the package price is 
a floor furnace, automatic hot 
water heater and wall heater in the 








WALTER H. HINTON, president of the 


Geo. C. Wright Lumber Co. 


bathroom. Financing is handled 
entirely by the company. Some of 
the houses have an attached garage 
and some have a car port. 


Employing its own force of me- 
chanics, the company customarily 
has on its building trades payroll 
16 carpenters, four plumbers, four 
electricians, six painters and pa- 
per hangers, and one floor finisher 
—all employed by contract for each 
job. 

Frequent meetings are held for 
carpenters and members of the 
lumber department so that each un- 
derstands the problems of the 
other. The company’s paint and 
wallpaper departments work hand- 
in-hand on problems of interior 
decoration so that a small room or 
a complete new home is properly 
finished. 


In the past 18 months some 150 
houses in the $6,000 category have 
been erected by the Geo. C. Wright 
Lumber Co. The firm purchased 
80 acres of land, had FHA estab- 
lish specifications for the type of 
low-cost home needed by families in 
the moderate income bracket. 


All rafters, studs and joists are 
cut in the yard. Electric saws are 
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BUILDING MECHANICS are employed by contract for each job. Rafters, studs and 
joists are cut in the yard. Each house averages 675 square feet of floor space. The lot, 
included in the package price, is 50x140. 


used to do the necessary on-job cut- 
ting. 


Five acres of the 80-acre tract 
mentioned above was donated by 
the company to the county for the 
construction of a new hospital. This 
gift is typical of the public-service 
attitude of the management. Mr. 
Hilton is a past president of the 
Oklahoma Lumbermen’s Associa- 
tion, the Altus Kiwanis Club and 
the Chamber of Commerce. His 
employes are members of many 
civic groups and service organiza- 
tions. 


The company maintains an accu- 
rate breakdown of gross expense, 
gross sales and net margin of each 
department. Monthly bonuses are 


SUBDIVISION of 80 acres was developed 
by Geo. C. Wright Lumber Co. 





Cost Breakdown 


Below is the cost breakdown of the 
$6,000 house being built by the Geo. 
C. Wright Lumber Co. in Altus, Okla. 





ee $2,500 
Carpenter labor ........ 800 
Common labor......... 60 
Paint and paper labor.... 200 
Paint and paper materials 175 
| ease are 350 
Millwork .............. 800 
Landscaping ........... 90 
Plumbing (labor and 
_. aes 800 
Concrete (footing and 
foundation) .......... 225 
$6,000 


paid department employes reaching 
the gross sales quota set for each 
department. In addition to these 


monthly bonuses, an annual bonus 
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ranging from $50 to $1,200. is paid 
employes on the basis of seniority, 
department volume and other fac- 
tors. 
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FLOOR PLAN permits sufficient variation, interior and exterior, so that production 
line appearance is avoided. 
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7 Successful Store 


A store with a raft of good merchandising ideas that have 
jumped customers, sales and profits. Thé:problem is space 





2 


praox THE FRONT DOOR clear 
back to the boss’s office, Heabel 
Lumber Company, Cedar Rapids, 
Iowa, has a store packed full of ef- 
fective, coordinated merchandising 
ideas and displays. Let’s step in 
the door and look at them. 

Immediately we come face to 
face with an attractive display of 
all sizes and colors of extension 
and light cord. An effective re- 
minder to the shopper to replace 
worn cord—and it catches the cus- 
tomer when he is in the mood to 
buy for the home. 

The store is narrow with dis- 
plays along either wall, and display 
islands down the middle. The 
islands are neatly stocked with a 
wide variety of bolts, plumbing 
parts, door closer and bumpers, 
patching materials and numerous 
other items for the maintenance 
and improvement of the home and 
farm buildings. Good planning 
causes the customer to walk the 
full length of these tempting is- 
lands to get the service counter. 


Traffic aisle leading from the front door 
to counter at rear. Customer must pass 
numerous attractive home building and 
repair items on way to see clerk. Bal- 
cony is used in small store to display 
large products. Spotlight on wall can 
focus attention on special display. Notice 
clever use of back of kitchen display to 
show sheet metal products. 
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THE STORE 








To the right of the door, Heabel 
set up a grouping of the supplies 
needed to install a home water Sys- 
tem: the pump, pressure tank,: hot 
water tank and fittings. There it 
is, in a package—just what the far- 
mer needs to have water in the 
house and barn. 

Next comes built in kitchen sinks 
of various sizes and finishes. Placed 
near the water system, they are a 
natural product to sell the farmer’s 


wife on the water system. This 
kitchen equipment also faces the 
picture windows to make a color- 
ful street-side display. 

At the far end of the aisle, near 
the service counter, Heabel has de- 
signed a waist-high swinging panel 
display (much like sample doors 
hinged at a center point so that 
any one can be inspected.) On 
these panels are samples of num- 
erous products and descriptive lit- 
erature. Watch that customer who 
has to wait his turn for a clerk! 
He turns to the display and thumbs 
through the panels catalog style. 
(For a complete description of the 
display see page 35, AL&BPM is- 
sue——January 1, 1949.) 

The second aisle leading back to 
the service counter has displays of 
cabinets, doors, chimes and num- 
erous other items for building and 
remodeling. Normal store traffic 
moves up one aisle and back out 
the other. The customer is con- 
fronted with an extensive range of 
products, intelligently displayed, 
every time he enters the store. 

Haebel Lumber Company is an 
excellent example of how “thought 
through,” coordinated displays can 
do a real merchandising job. 
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Door chimes are 
mounted close to 
door display. A 
customer buying a 
front door is a hot 
prospect for those 
chimes too. Such 
grouping of related 
products is prac. 
ticed throughout 
the store. Tie-in 
sales and impulse 
buying is the re- 
sult — plus, of 
course, more sales 
and more profits. 
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THE PROBLEM 
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A SMOOTH FUNCTIONING 
consumer store is like a growing 
boy. It will make demands for 
more display and sales space as 
consumer traffic catches on and 
grows. Customer demands will 
dictate additional products and ad- 
ded space to do a broader job of 
display merchandising. 

Heabel Lumber Company is con- 
fronted with this situation today. 
The store was remodeled two years 
ago from the old office and store- 
room. It incorporates as many 
smart, sound display ideas as this 
reporter has seen in any modern- 
ized lumber yard. But Mr. Heabel 
now finds himself with a tough 
problem on his hand. 


The right hand drawing shows the store 
as Heabel built it. Notice the nearly 
ideal arrangement that gives maximum 
customer contact with products. The 
natural traffic flow takes the visitor the 
full length of all major displays. It also 
provides easy access to the warehouse 
and yard. However, if. the service counter 
and office had been placed as indicated 
in the left hand drawing, it would now 
be easy to gain additional display area 
from the warehouse. The added store 
space would fit naturally into the present 
plan. As it is, Heabel will have to dis- 
rupt his office operation when he adds 
display space. The design problem .in- 
herent in future expansion needs is one 
every dealer should consider when build- 
ing a new store. 
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Remodeling within the walls of 
the old building meant using a lim- 
ited space. At first, all was fine; 
but the attractive windows facing 
on the street, the displays inside 
the store, and the organization of 
those displays to promote impulse 
and tie-in buying, soon had scores 
of the shopper type customer com- 
ing in to buy materials for the 
home. Now the store is not large 
enough to handle peak loads of 
these shoppers. 
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Heabel’s problem is this: either 
he must be satisfied to limit his 
possible consumer traffic and sales 
to what the present store will com- 
fortably handle, or he will have to 
do a rather extensive remodeling 
job to obtain additional store space. 

The moral, if you want to use 
the term, is this: A display store 
is not just a place to write up 
orders. It must be thought of as 
a coordinated part of the whole 
business operation and also be con- 
sidered in terms of an expanding 
future business. 

The accompanying sketch shows 
how Heabel might have designed 
his store to allow for future ex- 
pansion. It is an example of a 
problem most dealers will want to 
consider in designing consumer- 
type, display stores. 
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POINT OF 
SALE 


WINDOW DISPLAYS if carefully 
planned can pay 40 to 60 percent of a 
store’s rent. Good displays frequently 
require outside assistance. 


COMPLETE PLANS for this store layout 
(below) were provided by a major man- 
ufacturer. The result was an increase of 
65 percent in paint sales in a town of 
1,400 people. 
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AINT AND LUMBER are the 
twins of the building materials 
sales force. Each of these prod- 
ucts can and should help sell the 
other. Yet the untapped market 
for paint, from the standpoint of 
the building materials merchant, is 
probably far greater than lumber. 
Prewar sales of paint approxi- 
mated $400,000,000 annually; last 
year paint sales passed the billion 
dollar mark. The interesting part 
of this tremendous growth is that 
almost 75 percent of paint sales is 
made in small units—to house- 
wives, homeowners and _ others. 
Surveys show that the sales poten- 
tial of paint is $4.50 for every man, 
woman and child in the nation. 
These are the facts. There is no 
question that a rich paint market 
exists. And there should be no 
problem in cultivating this market 
from every angle. Paint manufac- 
turers are telling their story to the 
prospective consumer in newspa- 
pers, magazines, over the air and 
by other media. These same manu- 
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facturers have numerous helps 
ranging from actual store layout 
plans to counter cards and souve- 
nirs that will help you do a better 
job of merchandising paint. Un- 
less effective use is made of these 
aids, the valuable groundwork al- 
ready laid by the manufacturer 
will not pay maximum sales divi- 
dends. 


MAKE STORE ADVERTISE PAINT 


One of the most important and 
often neglected point-of-sale aids is 
the store itself—inside and out. 
The store’s own premises should 
be its best salesman. Dealers who 
have built a new store or remodeled 
their old store to provide an open 
front, report an increase in cash 
sales. Clean, attractive, well- 
painted property can be assured 
without heavy expenditure. Ex- 
terior neon signs can be secured in 
cooperation with the manufacturer. 
Manufacturers’ representatives will 
assist you in choosing and placing 
the right type of sign. 











Step Up Your 
Paint Profits 


Build your sales with dealer aids — that's 
what the successful dealers in this article did. 
Read their case histories 


With an attractive store front 
and a suitable sign to stop potential 
customers, the next step is to en- 
tice the potential customer inward. 
Again the manufacturer comes to 
the aid of the dealer by supplying 
vivid three-dimensional displays 
that are sales-compelling and suf- 
ficiently varied so that the dealer 
can change his window displays 
frequently. 


PLAN YOUR WINDOW DISPLAY 


The sales importance of a good 
window display is revealed in a re- 
cent survey made by the Point of 
Purchase Advertising Institute, 
Inc. Sales of a nationally-adver- 
tised brand of paint picked up 57 
percent over a two-month period in 
Rochester and Syracuse, N. Y. as 
the result of effective window dis- 
plays. 

A good window display, accord- 
ing to merchandising experts, 
should cause 20 percent of those 
who pass to stop and look and 3 to 
5 percent to enter and buy. Good 


February 12, 1949, AMERICAN LUMBERMAN & 





windo\ 
percen 
windo’ 
lected 
paint 

You 
windo' 
talent 
within 
are a 
tions: 
—mak 
like C 
progra 
simple 
windo' 
play r 
humar 
impro' 
plan jy 


Just 
must 
colorw 
compe 
help o 
vide 
This < 
by a 
ment 
layout 
of sal 

Wit 
factur 
be ch 
good 





PLAT! 


How } 
tant th 


archit 
the m 
More 
out 0! 
Here ; 
to the 
tailed 
will e 
play 1 


Buln 




















it’s 


id. 


‘ont 
tial 
en- 
ard. 
, to 
ring 
lays 
suf- 
aler 
lays 


rood 
_re- 
t of 
ute, 
ver- 
» 57 
d 


. as 


dis- 


ord- 
rte 
hose 
3 to 
700d 





window displays can pay 40 to 60 
percent of a store’s rent. The store 
window is usually the most neg- 
lected feature of the dealer’s entire 
paint merchandising program. 
You may need outside help for 
window decoration if time and 
talent for the job are not available 
within your organization. Here 
are a few window display sugges- 
tions: emphasize seasonable goods 
—make a tie-in with local events 
like Clean Up, Paint Up, Fix Up 
programs; make your display 
simple — don’t try to crowd the 
window with too many items; dis- 
play related goods together; inject 
human interest in your displays; 
improve your window lighting; 
plan your window displays ahead. 


HOW TO BRIGHTEN INTERIOR 


Just as the exterior of the store 
must be kept neat and attractive 
colorwise to meet and overcome 
competition, the dealer with the 
help of his manufacturer must pro- 
vide a _ sales - provoking interior. 
This can be done in two ways: 1) 
by a pleasing use of color treat- 
ment in the store itself; 2) store 
layout for traffic and effective use 
of sales and display space. 

With the assistance of manu- 
facturers’ consultants, colors can 
be chosen that will contribute to 
good lighting, emphasize good 





PLATFORM EXHIBIT is an eye-catcher. 
How paint is displayed is more impor- 
tant than the size of the sales area. 


architectural features and make 
the most of the store’s proportions. 
More important, even, is the lay- 
out of the paint department itself. 
Here again the manufacturer comes 
to the aid of the dealer with de- 
tailed island and shelf plans that 
will enable him to build these dis- 
play units in his own shop. 
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Installation of these specially 
planned paint service centers have 
increased sales substantially. With- 
in six months after a Three Oaks 
(Mich.) dealer installed his center, 
paint sales had increased 65 per- 
cent in this town of 1,400 people. 
Retail sales in a building materials 
store in South Bend, Ind. jumped 
from $27,146 to $70,638. 


PAINT “MERCHANDISERS” HELP 


Double - faced display units de- 
signed by the manufacturer pro- 
vide for color easels, color panels, 
accessory panels, customer service 
sheets and other merchandising 
helps, in addition to properly laid 
out space for each of the major 
paint items handled by the dealer. 
These paint merchandisers with 
color cards and consumer instruc- 


i | Equipment 
+ acer pata inten 
mercial work where 
lication and resistance 
s necessary 


St enamel 
ror general use- Overnight 
drying - Solid covering and 
free working 


PAINT SIGNS like these at Ketchum 
Builders Supply Co., Salt Lake City, re- 
duce complicated paint nomenclature to 
simple consumer language. 


CONSUMERS are encouraged to buy if 
their paint job is made as easy as pos- 
sible. A paint shaker (below) is one 
good paint consumer service. 








tion sheets will hold paint stock 
that produces 85 percent of your 
paint volume. These three - shelf 
islands require a minimum space 
(24%2x6 feet). The pyramid shelf 
display occupies less space and en- 
courages self service. Custom- 
made motor-powered revolving, dis- 
plays with adjustable shelf ar- 
rangements are ideal for paint pro- 
motion. 

Experience has shown that wall 
display units should be devoted 
mainly to exterior and _ interior 
house paints and varnishes while 
island displays are ideal for mer- 
chandising seasonal items and sun- 
dries. And speaking of sundries, 
few items offer the opportunity af- 
forded for companion sales as does 
paint—from steel wool and sand- 
paper to brushes and step ladders. 
Appropriate arrangement of these 
sundries near the main paint dis- 
play will stimulate customer in- 
terest and build sales. 

The number of these sundries is 
almost limitless. To mention a 
few: oil, grease and paint remov- 
ers; thinners, sealers, wood filler; 
putty, wax, spackling compound, 
calking compound, linseed oil, tur- 





REVOLVING DISPLAYS like this one 
at the wrapping counter will help in- 
crease impulse buying. 


pentine; rollers, spray guns, 
brushes, steel wool, emery paper 
and protective hand cream to pre- 
vent paint coatings from adhering 
to the skin. 


GUIDEPOSTS: WHERE AND HOW 

Although many building ma- 
terials dealers have profited by sub- 
stantially increasing their sales 
area devoted to paint in recent 
years, it does not follow that a 
large display will necessarily sell 
more paint. Where the paint is 
displayed in relation to consumer 
traffic and how it is displayed is 


































































































FLOOR LAYOUTS for paint departments are available from 
several manufacturers. Guide to above blueprint: 7, one three- 
1, 2, 3, 4, 5, 11, six-foot high shelves; 6, one 
10, one art unit for 
tubes; 12, one art unit for pads; 13, one art unit for books; 


foot high shelf; 
low shelf; 9, one art unit for brushes; 


more important than the size of the 
sales area. It is a good idea to set 
up a small pyramid of paint cans 
just inside the entrance door to 
serve as a reminder; if the cus- 
tomer can be routed through the 
paint department en route to the 
retail sales counter so much the 
better. Check to make sure your 
paint department is where your 
customers can see it; it should not 
be necessary for customers to ask 
the location of your paint depart- 
ment—they should see it as soon 
as they enter the store. 

Route your customers through 
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the store so that they cannot miss 
seeing most of your paint mer- 
chandise. The wrapping counter 
should be at the rear of the store 
past displays which stimulate im- 
pulse buying. Self-service is the 
trend in most stores today — let 
your customers feel as well as see 
your merchandise by making it ac- 
cessible. Lower shelving, not more 
than six feet high, will encourage 
customer curiosity. Long lines of 
paint cans are impressive, also mo- 
notonous; use shadow boxes and 
attractive displays to break this 
monotony. 


Courtesy Devoe & Raynolds Co., Ine. 


14, two gift units; 15, 16, two wallpaper tables; 8, one paper 
cabinet; 18, 19, 20, 21, 28, 29, sloping counters; 22, 23, 24, 25, 
step-up counters; 26, 27, wrapping counters; 30, 31, long-shelf 
and displays; 32, 33, short-shelf and displays; 34, 35, 36, shelves 
for resale items; 37, rack for storing display material. 


Paint shelves and islands should 
be kept neat and dust-free at all 
times. Ragged shelf lines and a 
collection of finger - printed dust- 
topped cans will readily discourage 
impulse buying. One man should 
be assigned to keep the paint dis- 
play ship-shape and clean. 


DEMONSTRATIONS HELP SELL 


On-the-spot demonstration of 
paint and companion items are ef- 
fective point-of-sale aids, especially 
if advertised in your local news- 
paper. Active demonstrations are 
not only attention - getters, but 





Valuable suggestions and illustrative material for this article were 


received from Devoe & Raynolds Co., Inc.; The Glidden Co.; Pitts- 


burgh Plate Glass Co.; The Sherwin-Williams Co. and National Paint, 


Varnish & Lacquer Association, Inc. 
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LIVE DEMON. 
STRATIONS simi- 
lar to the one 
(right) advertised 
by Jersey Lumber 
Co., Jerseyville, IIll., 
develop interest at 
point-of-sale. Note 
how LongBell 
Lumber Co.; Enid, 
Okla., pushes paint 
accessories together 
with paint in its 
newspaper advertis- 
ing. See advertise- 
ment on next page. 


PAINT ACCES. 
SORIES (left) — 
turpentine, putty, 
brushes, cleaners 
and numerous 
other sundries — 
should be arranged 
near the main paint 
display. 


Courtesy Pittsburgh 
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Plate Glass Co. 
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“Something Entirely New” 


| FREE DEMONSTRATION OF 
—14 Victory One Coat Flat Oil Paint 


SATURDAY, DECEMBER 1TH 

















LR COAT CuVERS My a 4 
MIC mK) Demonstration of VICTORY TREATED OIL BVICTC ; 

Li PAINT by Jes » Corner, who is thoroughly ex- 8 yor= 
and co lo or — She will 















Victory One Coa 
FLAT OIL PAINT 


(NOT A WATER PAINT) 
A new type of oil treated paint that primes, seals, and (tnishes im one ver 
at bard plates allows any galated surface Reaty mixed in © ped 
12 lovely pastel shades. Your painting quick, easy and simple ity 
38 tore Saree atm os WICTORY Trostrd OM Polat “teery rallon £00 ot 


Jersey Lumber Co. 
“Coarpthing to Build Anything” 
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STURDY FRAME 
CONSTRUCTION 


COMPLETE METAL 
TO WOOD 
SASH RUNS 


WEATHER TIGHT 


EASY OPERATION 


MODULAR SIZES 








N.S. W. 








THE 
ORIGINAL 





Non-Stick WINDOW 
the Thouble-Phoof Window 


———— 
- 


BALANCES 


CHECK RAIL 


BOTTOM RAIL 


15%" x 35%" jambs and heads. This frame is adaptable to various 
wall constructions by simple changes. 


@ Builders everywhere have long been familiar with these superior units, 
WHICH WE ORIGINATED over 20 years ago. Now, for the first time since 
the war, they are available when and where needed and in any desired 
quantity—in mixed cars of frames and sash or straight cars of each. 


WRITE - WIRE -PHONE for further information or send specifications for prices. 


12930 AUBURN AVE. 
DETROIT 23, MICH. 


COMPAN 


ORIGINATORS OF THE FIRST METAL JAMBS FOR WOOD UNIT WINDOWS 


BuItpInG Propucts MERCHANDISER 





I am a— 


‘ADDRESS 





ly! Available. 


FOR JOBBER OR DEALER DISTRIBUTION 


NON-STICK WINDOW UNITS 


Buyers are assured of HIGH QUALITY and a GUARANTEED SOURCE OF SUPPLY 
from a nationally known mill that owns and cuts its own timber. 


SASH BALANCED BY 
PULLMAN BALANCES 


NOISELESS 


GOOD APPEARANCE 


NARROW MULLIONS 


MOULDED OUTSIDE 
CASING—I%6” x 2” 


DEALER O 
JOBBER O 
CONTRACTOR C 


Please rush me complete informa- 
tion, prices, and delivery details 


on NON-STICK WINDOW UNITS. 
No obligation, 


NAME 





essen 





COMPANY 
Seaieishntniniesineenisieesnes 
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S-COAT PROTECTION AT 2-COAT COST \ 
WITH COOK'S HOUSE PAINT 


1" Cook’s Super- 

white Primer and 
Outside White 
give your home 
real 3-coat pro- 
tection at 2-coat 
cost. The secret 
is controlled 
penetration for 
better sealing, 
hiding, wearing! 
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Long-Bell advertisement. 











serve to remind your customers 
how easy it is to do every-day home 
paint jobs. 

This brings us to the most valu- 
able point-of-sale aid—yourself and 
your employes. The customer de- 
pends on you for the latest authori- 


tative information about paint and 
how it should be used. He wants 
to know spreading rate, durability 
and ingredients; he wants to know 
how many coats to apply and how 
much it will cost—these and many 
other questions. 


Manufacturers have _ prepared 
special booklets on all the impor- 
tant facts that customers want to 
know together with color books 
and similar aids that will help you 
establish your reputation as a paint 
authority. Helpful information 
will bring back customers time and 
again; bad customer information 
can ruin a paint department. It is 
up to the dealer to make sure that 





his employes are 1) properly in- 
formed as to what each paint prod- 
uct will do and what it will not do, 
and 2) the proper sales technique 
in handling the paint customer. 
The tactful salesman will deter- 
mine what the paint is to be used 
for and thereby help his customers 
make the correct purchase for the 
job. 

Advertising — newspaper, radio, 
theater slides, direct mail, job signs 
and other media — are vitally im- 
portant to bring customers to 
point-of-sale. This is a subject by 
itself. Needless to say your manu- 
facturer has numerous aids avail- 
able in every media. 


MAKE BRUSHES A PART OF THE 


PAINT SALE 


Hints on how to merchandise this important paint accessory 


EVERY PAINT SALE should 
naturally lead to the question, 
“How are you fixed for brushes?” 

People buy paint for one reason: 
they have painting to do. But more 
often than not they forget to ask 
for a brush. 

That is where you and your 
silent point-of-sale displays come 
in. A few lead questions will clas- 
sify your customers as either ama- 
teurs or professionals. The inex- 
perienced painter will depend on 





84 


your judgment in the selection of 
the right brush for the job; he may 
want to know how to use his brush 
and how to care for it. For his own 
good, it will often be necessary for 
you to sell him on the advantages 
of a more expensive brush than he 
intended to buy. 

Brush and paint manufacturers 
have the answers to the above ques- 
tions and others, and their litera- 
ture is available for the asking. 
Brush racks and special wall dis- 


BRUSH DISPLAY 
(left) should be 
arranged so that it 
may be seen by the 
customer. A care- 
fully-lighted wall 
display is a good 
eye-catcher. 


February 12, 1949, AMERICAN LUMBERMAN & 


plays are available along with ap- 
propriate merchandising literature 
for you and helpful service leaflets 
for your customer. 

Brush displays should be ar- 
ranged so that they may be easily 
seen by the customer at the point 
where paint purchases are deliv- 
ered to him—a constant reminder 
that brushes and paint go together. 


PRICE MARK BRUSHES 


Every brush should be price 
marked. Pricing reduces sales re- 
sistance. Customers want to know 
what a brush costs without asking 
questions. 

A wall display of brushes, if 
carefully lighted, is a natural at- 
tention getter. Every space should 
be filled. Brushes for professional 
painters should be displayed in 
glass-enclosed dust-free cases. This 
case will not only raise the sales 
prestige of your best brushes, but 
will keep them in A-1 order while 
eliminating the possibility of pil- 
ferage. 

Colorful brush displays are 
helped by wall and cabinet placards 
at strategic sales points, pointing 
out that a good brush is just as 
important as quality paint. 

Brush displays, like paint 
shelves, require good housekeeping 
for maximum sales appeal. If 
racks are kept filled and tidy, paint 
customers will naturally gravitate 
toward the brush display. 

And, as with paint, your sound 
sales advice will go a long way 
toward building repeat business— 
the business that counts! 
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We want Milcor Steel 
Access Doors. They last 
longer, cost less... 


. . and they’re better 
looking, because they 
are flush with the 
wall for painting 


or papering! 





Bigger savings for builders and owners 
mean bigger profits for you 
with 
Milcor Steel Access Doors 


(flush with wall) 


Every home needs at 
least one—public build- 
ings need hundreds! 
For key points in plumbing, heat- 


ing, electrical, and refrigeration 
systems; for ceiling entries to attics. 


Ready to Install — Fits flush 


with wall or ceiling surface. 


No Special Framing — No cut- 


ne udlucting or dherinn. Milcor Steel Access Doors save labor costs and building time. They 
help avoid costly construction required by other types of installation. 


No ugly, old-fashioned frame protrudes to mar the looks of the wall. 


Furnished Painted — Prime 
coat of aluminum, rust-inhibiting 


age Builders and owners prefer this modern Access Door. Milcor Steel 


Doors can’t crack, shrink, warp, or rot. They tast forever. They are in- 
stalled quickly and easily — flush with the wall or ceiling. You can paint 
or paper right over them. 

Stock and recommend 
Milcor Steel Access Doors 
for a perfect job. Customers 


Concealed Hinges — Or clip 
fasteners. 


Screw-typco Lock — Level with 
surface of lid. 


INLAND STEEL PRODUCTS COMPANY 





11 Different Sizes — From 
836" x 8%" to 243%” x 36%”. 


3 Different Styles — With or 


CCRwtaiy miicee MitcoR Steen Coarany 
dle 


MILWAUKEE 1, WISCONSIN 


without expanded metal wings 
for plastered walls; for non-plas- 
tered walls of all kinds. 


are better satisfied—and stay 
satisfied. You sell more — 
and make more money! 


Baltimore 24, Md. @ Buffalo 11, N. Y. @ Chicago 9, IL 
Cincinnati 25, Ohio @ Cleveland 14, Ohio e Detreit 2, 
Mich. @ Kansas City 8, Mo. @ Los Angeles 23, Calif. 
New York 22, N. Y. @ Rochester 9, N. Y. @ St. Louis 10, Mo. 





INLAND STEEL PRODUCTS COMPANY, 4101 West Burnham Street, Milwaukee 1, Wisconsin B 








Send me specifications and descriptive material on Milcor Steel Access Doors, 


Dealer” 
Name Title 8 


Tear out coupon 


Mr 
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Fact and Comment on 
Nation’s Affairs 


These figures cast different light 
on housing picture. Compared to 
other industries the picture is not 


so bad 


IN 1947 AND 1948, both record building 
years, construction took less than 7 and 
less than 8 percent of the national income 
respectively. In 1927-28-29, comparable 
years constructionwise, building absorbed 
between 12 and 14 percent of the national 
income. Percentagewise, it looks like the 
industry has made substantial progress. 
The nation’s home buyers are spending a 
smaller part of their income for houses cur- 
rently than during any other mass con- 
struction period in recent decades. 


Here is further indication that the build- 
ing industry has made broad technological 
gains. In the decade since 1939, the in- 
dustry has increased wages to the point 
where it now pays the fourth highest rates 
in the nation. A large part of these gains 
are made possible through improved pro- 
duction and distribution methods. Without 
these progressive improvements, housing 
would cost even more than it does. 


ELECTRICAL APPLIANCES 


Retail lumber dealers in the appliance 
business have first crack at the appliance 
business in new homes. Dealers report 
themselves that they control 60 percent of 
the new home sales for which they sell ma- 
terial. Appliances, especially the major 
ones such as refrigerators and ranges, will 
fit right into those controlled sales. 
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Construction Share of National Income - 
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HIGHEST 10 WAGE PAYERS 





DECEMBER, 1939 


DECEMBER, 1944 


SEPTEMBER, 1948 





| | Newspapers and Periodicals | 





1 | Locomotives 
Ld 


| | Newspapers and Periodicals | 
a 








2 | Bituminous Spal 





2 | Brokerage | 
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3 | Machine Tools 


3 | Transportation Equipment 


a’ 
3] Petroleum Refiking 
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2 | Shipbuilding ‘| 
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4 | Building x ] 
| 



























































4 | Insurance | 14] Engines, Turbines 

5 | Automobiles __| | 5| Rubber Tires and Inner Tubes | | 5 [Sewing Machines aN 

6 [Petroleum Refining ] | 6[ Aircraft Engines | 16] Malt Liquors Xx -— 
7 [Rubber Tires and Inner Tubes | | 7[Forgings, Iron and Steel] | 7 [Anthracite Coal )] 
8 [Electric Light and Power |_| 8[ Machine Tools ] | 8 [Forgings \ 
g [Transportation Equipment | | 9[Machine Tool A ies _| | [Crude Oil and Gas 

10] Engines, Turbines | |10] Brokerage | | 10] Blast Furnaces 











Source of Original Data: United te Bureau of Labor Statistics 


948: By The Chicago Tribune? 
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Saturation of Market for Electrical Appliances 


(As of January |, 1949) 





REFRIGERATORS 












76.6%, 
of Homes 
Have Them 





WASHING MACHINES 


674%, 
of Homes 
Have Them 






TOASTERS 


645%, 
of Homes 
Have Them 




















Source of Dita: “Electrical Merchandising” 
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Only Pittsburgh Paints Offer The 
BIG DOUBLE PLUS 








(1) COLOR DYNAMICS . . . (2) LIVE PAINT PROTECTION 


|B omrvse who sell Pittsburgh Paints are 
enjoying greater sales and profits than 
ever before. 


There’s good reason for this increase—the big 
swing to Pittsburgh Paints with their BIG 
DOUBLE PLUS of COLOR DYNAMICS 


and live-paint protection! 


In constantly increasing numbers, retail pur- 
chasers are discovering for themselves the 
importance of these exclusive sales features 
which combine the advantages of scientific, 
up-to-the-minute color arrangements with 
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PITTSBURGH PAINTS 


PAINTS e GLASS e CHEMICALS e BRUSHES e PLASTICS 
Cow AFA FF 


extra long life that results from the use of 
"Vitolized Oils” and the process of Molecu- 
lar Selection. 


Now is the time to cash in on this tremendous 
surge preference fof Pittsburgh Paints. 


If you are seeking a quality line of paints 
—why not investigate the possibility of sell- 
ing Pittsburgh Paints in your community? 
A letter, wire or telephone call will bring a 
representative to discuss complete details 
with you. Pittsburgh Plate Glass Company, 
Pittsburgh. 22, Pennsylvania. 
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SELLING PLYWOOD THE WAY THE CUSTOMER WANTS TO BUY 


THE ACCOMPANYING PIC- 
TURES present three top-flight ex- 
amples of selling merchandise the 
way the customer wants to buy, 
and getting the full markup and 
labor charge at the same time. 

Every dealer handling plywood 
in four by eight sheets is confront- 
ed with the problem of cutting to 
size for odd piece users. Cutting 
takes valuable time during the 
working day, and most customers 
object to paying a cutting charge 
that anywhere near covers the ac- 
tual cost. 





These photos illustrate the prac- 
tice of displaying a variety of pre- 
cut sizes, all priced, in the show 
room. The full cutting and han- 
dling charges are included with 
nary a customer complaint. The 
customer simply buys the piece that 
comes close to his needs. He never 
asks a question about square foot 
price and cutting charges. He is 
able to buy what he wants at a fair 
price. That is all he is inter- 
ested in. 


Smart merchandising! 





METAL MOLDING RACK 
DOES A SELLING JOB 


Orderly display makes it 
easier to push specialty 


How to keep metal molding neat 
and at the same time merchandise 
it properly has been solved by 
Ketchum Builders Supply Co., Salt 
Lake City, with this specially-con- 
structed rack. 

The rack has marked sections for 
each length, at the same time per- 
mitting the molding to lie flat and 





Molding is kept neatly arranged in this 
rack. Every length is price marked. 


keep shape. Each style and length 
is price marked with tabs seen on 
the center post. 

The display is adjacent to the 
linoleum department to facilitate 
sales of these companion materials. 




















The photos (left) taken at the Dougherty Lumber Company. 
west side store in Cleveland, Ohio, show both plywood and 
tempered Masonite cut to a variety of convenient sizes. They 
are priced by the piece—NOT by the square foot plus cutting 
charges. What a difference that makes in customer appeal! 
“Cut to convenient size” (right) plywood is displayed at the 
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Jacob Levy Lumber Company, Louisville, Ky. That low table 
top display contributes more than just neatness. It gets the 
plywood up closer to the customer where he is more likely to 
look and buy. Don’t discount such little psychological advan- 
tages in consumer selling. They often make the difference 
between buying and not buying. 
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Attention! Mr. Lumber Dealer 
Large Variety of Sizes” OUR JOB IS TO MAKE 


IN STOCK — YOUR JOB EASIER! 


G-P PLASTIC PLYWOOD 
GIANT SCARFED PANELS 
DOUGLAS FIR 
MAHOGANY and GUM 


By drawing on our ample stocks of 
Doors, Plywood and Lumber you can 
keep inventories at a minimum and 
speed turnover. Well-rounded stocks 
in a wide variety of sizes, thick- 
nesses, designs, species and grades 








- maintained for your convenience. 
rth Seu eee ee eee ee eee eee eee el 
on ‘ 
the 
“ DOORS 
Douglas Fir Fir Flush 
a DISTRIBUTION YARDS 





Inside and Back Doors. 


TO SERVE YOU! 


CHICAGO, ILL. 
LUMBER 1805 Bryn Mawr Avenue, Tel. LOngbeach 1-2677 


Dimension Flooring PORT NEWARK, N. J. 
Siding Stepping Port Newark Independent Terminal, Tel. Mitchell 3-7750 


Ceiling SOUTH BOSTON, MASS. 
Castle Island Terminal, Tel. SOUth Boston 8-6540 


PHILADELPHIA, PA. 
Pier 179 North, Tel. GArfield 3-4501 


JACKSON, MISS. 
1001 Terry Road, Tel. 2-3611 
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EMPIRE STATE BUILDING. NEW YORK I. N. } 


l;UILDING Propucts MERCHANDISER 






PLANK ROAD LUMBER COMPANY. 
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SMALL PHYSICALLY, the Plank Road Lumber Co. Baton 


Rouge, La., does a deceptively large dollar volume. 


Customers attending the grand opening of 
Plank Road Lumber Co., Inc., get low- 
down on building materials the easy way 





HEN CUSTOMERS ARRIVED for the grand 

opening of the Plank Road Lumber Company’s 

new store in Baton Rouge, La., they were handed a 

mimeographed sheet explaining the types of materials 
incorporated in the new display rooms and offices. 

The whole idea, the statement read, is to “display 
our merchandise so that you can see first-hand the 
materials that will go into your home.” 

“Please give specific attention,’ read the greeting, 
“to the two large windows (ask a salesman to show 
you exactly how they work). They are the Andersen 
gliding unit and would be an asset to any modern 
home ... hardware for all doors consists of Stanley 
dull brass butts; the front door lock is a Russwin, the 
side door locks are Reading .. . the medicine cabinets 
are Miami.and Lawson in five designs . .. the kitchen 
cabinets are Bilt-Well and the counter top is plastic 
Flor-Ever.” Thus visitors never had to inquire what 
the material was they were looking at and how it 
could be used. 

Located in an industrial section of Baton Rouge, 
Plank Road Lumber Co. has always enjoyed a good 
percentage of cash-and-carry business. Six trucks are 
kept busy with free delivery service. Prompt delivery 
service, plus a good stock of all basic building mate- 
rials, is credited for the substantial business enjoyed 
by the company, which sells directly to the home 
owner or his contractor. 

Sales for Plank Road Lumber Company’s last fiscal 
year totaled $560,000 broken down as follows: lumber, 
$521,698.85; paint $5,746.08; roofing $32,208.08. This 
volume is an increase of about $450,000 over 1941. 

Officers of the firm are Myrtle B. Hamilton, presi- 
dent; George S. Womack, vice-president; C. B. Hamil- 
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DELIVERY TRUCKS, including two trailers, are kept busy 
with deliveries. The company’s address and telephone number 
are clearly labeled on each truck. 





HOME PLANNERS’ NOOK is a feature of the departmental- 
ized interior. Mimeographed sheet handed each visitor on 
opening day described materials used in exteriog,,and imterior 
of the store. 


ton, secretary-treasurer; 
manager, 

Prizes ranging from a set of aluminum pans to 
2,500 feet of kiln dried pine lumber were awarded to 
those who drew winning tickets on opening day. 
R. Needham Ball, secretary, Louisiana Building Mate- 
rial Dealers Association, was on hand to award the 
grand prize. 


R. L. Hamilton,’ general 
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Tusulated Sidiug- 
A Sound Basis for 


Remodeling Sales 


Breidert and Morrison of the B and M Lumber 
and Supply Company make a profitable sale 
by tailoring the job to the size of the cus- 
tomer’s purse 


HEN BURTON BREIDERT and Wendell Mor- 
rison decided to go into the building material 
business at Frankfort, Ill., they started strictly from 
scratch. The owners built their own office building on 
a trackside vacant lot and even built most of the furni- 
ture. The building is plain but attractive. It con- 
tains a number of simple but effective promotional 
ideas; a different type sash was used in each window, 
a variety of paneling was used on the interior walls. 
To the job of making a successful living in their 
chosen occupation and town, Breidert and Morrison 
brought the simple formula of hard work, common 
sense and friendship. In addition, their very new- 
ness in the business turned out to be an advantage. 
If it made sense, they were willing to try a fresh ap- 
proach to many an old selling problem. This was 
the case with insulated siding, and the farm market. 


SIDING IS THE KEY 


Whereas many an established dealer, who has seen 
much of the insulated siding business go either to the 
itinerent or specialized applicator, regards it as just 
another product to stock and sell, Breidert and Morri- 
son took the view that insulated siding was an excel- 
lent key product around which to sell the farm market. 
Here is how their plan worked out in practice. 

When Breidert called on Earl Ullrich, he found a 
typical present day farmer who has paid off his debts, 
bought modern machinery and increased his acreage 
and dairy herd, but still had old buildings very much 
in need of repair. Earl had the idea that putting his 
buildings in first class shape would be a major under- 
taking that again would put him badly back in debt. 
No building material dealer had explained to him a 
way to repair and remodel at a reasonable expense, 
until Breidert arrived on the scene. 

Breidert looked over the farm buildings carefully 
in order to make a materials estimate, and then in- 
vited Earl and Ruth Ullrich into the B and M Lumber 
and Supply Company office to talk over their building 
problems in detail. 

In the meantime, the partners studied their sales 
problem from every angle: How to do a satisfactory 
job at a price the Ullrichs could afford. When the 
Ullrichs dropped by the yard, this is the selling story 
Breidert and Morrison had ready to tell them. 
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Office of the B and M Lumber and Supply Company (top), 
where the owners brought Earl and Ruth Ullrich to tell them 
a complete, coordinated and sensible sales story. (Below) 
Martin Miller, carpenter Burton Breidert and Wendell Morri- 
son explain to Earl and Ruth Ullrich, farm couple, how they 
can remodel and improve their farm buildings within range 
of their ability to pay. Insulated siding was the key material 
in the plan. 


Breidert opened up by saying, “Since coming out to 
call on you, Wendell and I have studied out a remodel- 
ing program that we think will give you good, usable 
and attractive buildings at a cost you will find fair 
and within your abilty to pay.” 

He shifted in his chair and picked up a sample of 
insulated siding, styled to look like brick. “This is 
the product on which we have hung our plans for your 
building problem,” he said. 

The Ullrichs looked with interest. 


“When I was out to inspect your buildings,” 
Breidert continued, “I noticed a good many cracks and 
air leaks.” 

“That’s right,’”’ Ruth Ullrich broke in. “The drafts 
in the house are terrible.” 

Breidert and Morrison smiled appreciatively. 

FOLLOW UP OPENINGS 

“I’d guess the barn gets pretty drafty on cold days 
too,” Breidert prompted. 

Earl Ullrich nodded agreement. 

“As I understand it, drafts and change of tempera- 
ture cut down on milk production,” Morrison vol- 
unteered. 

Ullrich admitted as much. “It’s one thing I’ve been 
worried about, especially having pretty good cows.” 

“Well, it’s one reason we decided that insulated sid- 
ing would be just the material to use,” Breidert said. 
“It can be applied inexpensively right over the present 
wood siding. It’s airtight, and its insulation value is 
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The before and after photos (top) show what planned selling and a weather eye for the cus- 
tomer’s ability to pay can mean in terms of increased sales and profits. Ullrichs could not 
afford new buildings; but they could afford substantial improvements when two smart building 
materials merchants showed them how. Insulated siding was the key to the sales. The dairy 
barn is shown above, before and after. Breidert and Morrison made profitable siding and 
lumber sales by keeping remodeling plans within the Ullrichs’ ability to pay. 


going to make it a lot easier to keep your buildings 
warm.” 

Ruth Ullrich had been studying the insulating sid- 
ing sample. “It all sounds wonderful,” she said. “But 
I just don’t like that color.” 

Morrison took that one in stride.- “Everybody’s 
sure got a right to their tastes,” he smiled. “That’s 
why we carry a variety of colors and patterns of 
siding.” He pulled out a sample of attractive yellow 
brick siding. 

“That’s for me,” Ruth grinned. “Now that would 
make our house look perfect—and the barn too.” 

Earl Ullrich looked at his wife resignedly. 

Breidert brought up the second point to be con- 
sidered. 

“When I was out at your place,” he said, “I checked 
the structural condition of your buildings very care- 
fully. Basically they’re in sound shape in spite of be- 
ing old. But they could take some shoring up, and 
some of the sills and posts and trim ought to be re- 
placed to make a first-rate job. You know,” he added, 
“coming in large sheets, insulating siding adds a lot 
to the strength of the buildings. With these other 
minor improvements, you’d be fixed for years to 
come.” 

“Tt all sounds good,” Earl Ullrich said, “but it 
sounds like a lot of money, too.” 

Breidert pulled an itemized list of material from the 
desk drawer. 

“It may take a few dollars more or less,” he said, 
“but this bill comes mighty close to everything you'll 
need to do the job we’ve talked about.” 
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Ullrich was frankly amazed. 

“You know,” he said, “the last man who talked to 
me about building said the only solution would be to 
put up new buildings. $5,000 worth of material just 
for the barn. I just couldn’t afford it.” 

“Sure,” Morrison said, “new buildings would be bet- 
ter. But this way you'll have goldarn good buildings 
that'll give you many years of service. And you won’t 
go away in debt paying for them.” 

Ruth and Earl Ullrich agreed, and signed the order 
for material right there. 

Breidert and Morrison contacted Martin Miller, an 
experienced carpenter-contractor, to do the work for 
the Ullrichs. 

SMART SELLING 

Any way you look at it, it was a pretty smart job of 
selling. First of all, Breidert and Morrison consid- 
ered how their prospects wanted to use building ma- 
terials, what materials would do the best job, and 
how the prospects wanted to buy. This meant, in the 
case of the Ullrichs, finding good materials and meth- 
ods at a low cost. Insulated siding turned out to be 
the eminently satisfactory answer. And look at the 
dividends. 

The itinerate applicator never had a chance. The 
partners made a good profit on the siding and the 
other materials, and they made long time boosters of 
their customers, the Ullrichs, and the carpenter to 
whom they threw the business. Best of all, they 
proved that conscientious and intelligent service, and 
hard work, mean sales and profits that otherwise 
would never have been made. 
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News of National Interest from Organized Dealer Groups 








J. IRVIN JONES, president, Ohio Association of Retail Lumber Dealers, is greeted by 


retiring president Don B. Beaumont, right. Other officers, left to right, Findley M. 
Torrence, secretary-manager; William H. Stine, second vice-president, and John M. 
Horn, first vice president. 


OHIO DEALERS 
Low cost housing is chief 
point of interest at meet 

Tangible evidence that building 
materials dealers are building low- 
cost homes was seen at the 68th an- 
nual convention of the Ohio Asso- 
ciation of Retail Lumber Dealers, 
Cleveland, Jan. 18-20. Sixteen deal- 
ers entered the economy home con- 
test sponsored by the association; 
their exhibits—floor plan, cost 
breakdown and other interesting 
data was arranged in an attrac- 
tive wall display for inspection 
throughout the convention. 

J. Irvin Jones, The Doddington 
Lumber Co., Columbus, Ohio, suc- 
ceeded Don B. Beaumont as presi- 
dent of the association. Other offi- 
cers elected were: John M. Horn, 
John M. Horn Lumber Co., Ham- 
ilton, Ohio, first vice president; 
William H. Stine, Stine Lumber 
Co., Bryan, second vice president; 
Allen H. Brain was reelected treas- 
urer and Findley M. Torrence, sec- 
retary-manager. 

A total of 166 exhibits occupied 
the main floor of the Public Audi- 
torium. Attendance exceeded 4,000, 
a new record for Ohio. The prin- 
cipal industry speakers were Gates 
Ferguson, advertising manager, 
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Celotex Corp., and Phil Creden, ad- 
vertising director, Edward Hines 
Lumber Co., Chicago. Highlights 
of their talks are printed elsewhere 
in “Sounding Off.” Entertainment 
features included the Salesmen’s 
Frolic and the annual banquet and 
floor show. 


The following concerns were 





AL&BPM’s SURVEY of dealer operating 
practices sponsored by the Ohio associa- 
tion was a program highlight. In the 
foreground are three dealers who held 
the lucky numbers for savings bonds 
awarded by the association. Left to right, 
Raymond P. Eberts, Brilliant; Ray Wat- 
son, Bridgeport, and S. S. Gilchrist, Jr., 
Brilliant. Galen F. Oman, AIA, Colum- 
bus, left, made the drawings, which he 
presented to Don B. Beaumont for an- 
nouncement. 


awarded prizes in the economy 
house contest: Elephant Lumber 
Stores, Columbus; Milford Center 
Lumber & Supply Co., Milford Cen- 
ter; Kurtz Lumber Co.,_ Ince., 
Akron; Teachout Division of Rock 
Island Lumber Co., Cleveland; R. 
Thayer, A. R. Elson Co., Magnolia; 
F. H. Gifford Co., Amesville. 


SOUTHWESTERN CONVENTION 


AL&BPM survey shows dealers far 
on road to progressive selling 


The Southwestern Lumbermen’s 
Association held its 61st Annual 
Convention January 26th to 28th in 
Kansas City, Mo. Over two thou- 
sand were registered for the three 
day meeting, and more than 150 
exhibitors comprised a most im- 





DEALERS closely scrutinized the 16 entries in the economy house competition. Six 
concerns received prizes for their entries. 
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Front row, left to right, Charles H. Kem- 
per. first vice-president of Southwestern 
Lumbermen’s Association, Kemper Lum- 
ber Company, Troy, Mo.; President Ker- 
mit W. Ingram. Kermit W. Ingram Lum- 
ber Company, Stillwater, Okla.; retiring 
president Paul M. Leird, Leird Lumber 
Company, Little Rock, Ark.; second vice- 


president. C. D. Burkholder, E. R. Burk- 


pressive display of products at the 
Municipal Auditorium. 

Speakers at the business ses- 
sions included president Paul M. 
Leird, Little Rock, Arkansas, Sen- 
ator Joseph R. McCarthy of Wis- 
consin, Phil Creden, Edward Hines 
Lumber Company, Chicago, Haw- 
ley W. Wilbur, Wilbur Lumber 
Company, West Allis, Wisconsin, 
Nathan Gist, New York, Cy Sweet, 
president National Retail Lumber 
Dealers Association, and T. E. 
Armstrong, vice-president Huttig 
Sash and Door Company, St. Louis. 

A survey of dealer practices was 
conducted by American Lumber- 
man, and the results were pre- 
sented at the final business session. 

Four dealer discussion groups 
were held on Thursday morning, 
devoted to Financing Home Con- 
struction and Modernization, Ad- 
vertising and Public Relations, 
Store and Yard Modernization, and 
Business Management, Forms, and 
Methods. These panel groups were 
well attended, and proved very pop- 
ular with the dealers. 

A Hoo Hoo Concatenation and 
stag party and the annual banquet 
and dance supplied the entertain- 
ment for the evenings. 


At the election of officers, Kermit 
W. Ingham, Stillwater, Oklahoma, 
was elected president; Charles H. 
Kemper, Troy, Missouri, 1st vice- 
president; C. D. Burkholder, Mc- 
Pherson, Kansas, 2nd _ vice-presi- 
dent; Henry H. Jones, Little Rock, 
Arkansas, 3rd vice-president, and 
C. W. Baker, Kansas City, Mo., 
treasurer. 

Much of the credit for the ar- 
ranging and direction of this high- 
ly successful meeting goes to Allan 
T. Flint, secretary-manager of the 
association. 
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holder 
Kans. 
Second row, left to right, treasurer C. 
W. Baker, Burgner-Bowman-Matthews 
Lumber Company, Kansas City, Mo.; 
counsel Frank E. Tyler, Kansas City; 
third vice-president Henry H. Jones, 
Arkmo Lumber Company. Little Rock, 
Ark.: Secretary-Manager Allen T. Flint, 
Kansas City, Mo. 


Lumber Company, 


McPherson, 


NORTHEASTERN CONVENTION 


Dealers told problems ahead are 
theirs to solve constructively 


With a program geared to con- 
front the dealers with the selling 
and merchandising problems fac- 
ing the industry in the months im- 
mediately ahead, the Northeastern 
Lumbermen’s Association held a 
highly successful convention at the 
Statler Hotel, New York City, Jan- 
uary 24-25-26. 

Willard F. Terrell, of the Meri- 
den Lumber company, Meriden, 
Conn., was elected president for 
1949. John W. Dain of Mahopac, 
N. Y. was elected first vice-presi- 
dent. 


Elected as vice-presidents of the 
association, in addition to Mr. 


Dain, were Russell L. Fish, The 
Welch Co., Scituate, Mass., Frank 
H. Morin, Morin Bros. Inc., Fulton, 
N. Y., and J. Harold Stacey, Stacey 





William F. Terrell, 1949 ‘president of the 
Northeastern Lumbermens Association 
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Coal & Ice Co., Windsor, Vt., and 
the directors elected were Hubert 
G. Elder, Amherst, Mass., Clifford 
I. Pitman, Machias, Me., Leon H. 
Flemming, Providence, R. I., N. P. 
Clough, Lebanon, N. H., G. E. 
Charron, St. Albans, Vt., and Wil- 
liam P. Beach, New Haven, Conn., 
and George E. Carr, Norfolk, 
Conn., Arthur Clifford, Bridgeport, 
Conn., D. Kilton Andrew, Portland, 
Me., Louis F. Kreyer, New York 
City, George W. Sanderson, Milton, 
Mass., and Charles E. Siegel, 
Quincy, Mass. 

Speaking on “the point of satu- 
ration in building construction 
costs,” Charles M. Emerson, Man- 
aging Director of the Building 
Contractors’ Association of New 
Jersey, said, “We already are at 
that point,” and he called upon 
“every person who has a part in 
the line of production from forests 
to the owner of a house” to “get 
together, try to help each other 
with their problems, and to find 
places at which costs can be re- 
duced.” 


During a panel discussion, an- 
swering members’ questions on 
“Factors Underlying Efficient Op- 
eration and Selling,” Chester T. 
Hubbell, Albany, N. Y., president 
of the Northeastern, said the 
“break-even point” in the lumber 
business now calls for “an average 
of $1,500 to $1,800 in sales per 
employee per month,” counting all 
employees. 


CANADIAN LUMBERMEN 


Low cost housing is major 
problem facing the retailer 


“The Canadian Nation Housing 
Act should be extended to meet the 
needs of people in the low income 
brackets,” President Gordon E. 
Konantz told fellow members of 
the Western Retail Lumbermen’s 
Association at their meeting in 
Winnipeg, January 19-20. 

Konantz pointed out that present 
government requirements for down 
payments and monthly payments 
place home ownership beyond the 
reach of most small town residents. 
Konantz further pointed out that 
restrictions of the act puts home 
ownership beyond the means of the 
average Canadian wage earner. 

Arthur A. Hood, editor of AL&- 
BPM, told the delegates that U. S. 
retail dealers are now stressing 
progressive merchandising and 
better consumer services. 

Neil McDiarmid, of Prince Al- 
bert, Sask., was elected president 
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of the Canadian group for the next 
year. 

Other officers elected include: B. 
F. Sine, Calgary, vice-president; 
Fred McPhedran, H. I. Ringhein, 
and D. G. Kennedy, Winnipeg, ex- 


ecutive committee and Manitoba 
directors; G. V. Watt, Edmonton, 
and F. C. Manning, Calgary, Al- 
berta directors; Rupert Wentz, 
Saskatoon, and J. W. Hamilton, Re- 
gina, Saskatchewan directors. 


Convention Speakers Say: 


"THE HONEY'S GONE" 


Celotex expert says day of 
easy selling is in the past 

“Be a go-giver!” 
That is the advice to dealers by 
Gates Ferguson, advertising man- 





Gates Ferguson, advertising manager, the 
Celotex Corporation 


ager of the Celotex Corp., who is 
addressing almost a dozen of the 
retail dealer conventions this win- 
ter. 

Speaking on the topic, “More 
Honey in 1949,” Mr. Ferguson re- 
minded dealers that it is necessary 
to “give in order to get.” The 
advertising manager made this 
point in advising dealers that bet- 
ter public relations mean taking an 
interest in the affairs of the com- 
munity. The slogan “go-getter” 
has been supplanted by the slogan 
“go-giver,” he said. 

Here are the steps dealers should 


take to make “More Honey in 
1949”: 
l. Better management—better 


housekeeping around the premises. 
Carry a complete line of merchan- 
dise from three or four well-known 
Manufacturers instead of many 
manufacturers. 

2. Better advertising. Make 
someone responsible for the adver- 
Using program in your organiza- 
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tion. Set up an advertising budget 
and stick to it. (The speaker quoted 
AL&BPM’s “Survey of Dealers’ 
Operating Practices” to show that 
most dealers’ advertising appropri- 
ation is too low. Celotex has just 
adopted the largest advertising 
budget in 28 years.) 

3. Better merchandising. 

4. Better public relations. 

5. Better service—the only way 
to beat competition. 

6. Better sales promotion. Sug- 
gestions: weekly meetings with 
your sales force; make a strong 
promotional drive on one item each 
month. 


SELL AND SERVE 


Phil Creden, of Hines, points 
way to better selling methods 


“SELL AND SERVE—if we do 
those two things well, we will have 
done our public relations job.” 

That is the feeling of Phil Cre- 
den, director of advertising for the 
Edward Hines Lumber Co., Chi- 
cago, who is addressing a number 
of the retail conventions on ‘‘Sales 
Promotion and Public Relations.” 

Dealers have plenty of manu- 
facturers’ aids to do a better sell- 
ing job, Mr. Creden pointed out, 
but this material must be used 
more effectively. 

“The biggest job we have to do 
is to coordinate what we have and 
go forward from there.” 

As a member of the new public 
relations committee of the National 
Retail Lumber Dealers Association, 
Mr. Creden promised dealers pub- 
lic relations materials in usable 
form, but warned them that it will 
take more than favorable newspa- 
per publicity to do a good public 
relations job. He said the real job 
must be done at the retail level. 

“Some of us have gone too far 
in my opinion. We have made a 
general store out of our business. 
I’m all for consumer business, but 
we shouldn’t have all our eggs in 
one basket. I don’t know of any lum- 
ber concern that can afford to de- 





Phil Creden, advertising manager. the 
Edward Hines Lumber Company 


partmentalize as the department 
store does. We can’t afford to carry 
salesmen on specialized lines. We 
need a balance of remodeling, home 
construction and industrial busi- 
ness to carry us through rough 
times.” 


Condemning cooperative dealer 
advertising, Mr. Creden added: 


“Advertising run over the name 
of a group of lumber dealers is the 
biggest mistake in my book which 
can possibly be made. It’s impos- 
sible to do any real, retail mer- 
chandising—the offering of specific 
merchandise at a price without 
everyone having the same article 
at the same price. . This is not good 
business from the standpoint of the 
public. The greatest builder of 
business is competition. 

“Look at any industry wherein 
there is stiff competition, intensive 
selling and advertising and you'll 
see an expanding industry getting 
a greater share of the consumer’s 
dollar. I know of markets where 
the advertising of competing lum- 
ber dealers has increased the busi- 
ness of all advertising lumber deal- 
ers, so don’t get the idea that the 
pie is governed by a demand over 
which you have no control. You 
can control the size of the pie and 
make it a bigger one through com- 
petition and advertising.” 

Dealers can help take the pub- 
licity play away from Washington 
on housing by doing a good local 
job dramatically, Mr. Creden de- 
clared. Suggestions: set your own 
goal for new homes and publicize 
what you are doing to reach that 
goal; do a dramatic job of remodel- 
ing and let people see what you 
have done. 


101 











REVOLUTION IN DISTRIBUTION 


“The major retail volume in this 
country—actually over half of our 
total retail volume—is done by some 
400 large retail organizations.” We 
are quoting from Retail Gray Matter. 
“These 400 large retailers (mail or- 
der chains, variety chains, super- mar- 
kets, drug chains, etc.), operate, 
roughly, some 100,000 units. They’ve 
grown to their present gigantic size 
almost entirely during the last 40 
years—with most of their growth con- 
centrated into the last 15 years. In 
10 more years those 400 giant re- 
tailers may be doing as much as 70 
percent of our total retail volume!” 


* * % 


Few realize the vast changes 
that have taken place in retail- 
ing since Main Street first be- 
gan to turn into Chain Street. 


* % * 


iS "FACTORY" THE WORD 
FOR IT? 


We'll agree readily that the chains 
are taking over in a big way. We'll 
likewise agree that the merchandising 
formula is pretty much the same in 
all of them. But we sort of cringe 
when we think of buying from a “fac- 
tory of distribution,” as indicated in 
another comment in Retail Gray Mat- 
ter. 


Yet that is exactly what we did re- 


cently when we bought an armload 
of groceries at a new super-market 
in our neighborhood. We _ walked 
through the aisle marked “Enter,” 
manned the little pushcart, ambled 
leisurely from one counter to the 
next, found it impossible to resist the 
appeal of the attractive displays, 
picked up items we had no idea of 
buying when we went in and ended 
up with a cart full. Up to this time 
no word had been spoken by us to 
anyone or by anyone to us. When 
we came to the cashier, she removed 
our groceries from the little cart, 
punched the cash register vigorously 
with the other hand, gave us the slip 
showing the amount we owed, made 
change, said “thank you” and that 
was that. 
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The football coach with a 
championship team uses the 
winning plays as long as they 
work but in the meantime is 
always thinking up new ones. 


. + @ 


MECHANICAL OR MANUAL? 


The big problem with the chain 
stores is to find competent, indus- 
trious, polite, intelligent sales people 
who will work at salaries they can 
afford to pay. Next major problem 
is to keep them satisfied after they 
find them. Hence the trend toward 
“factory” or mechanized distribution. 

In our shopping experience it is, 
no doubt, true that we bought sev- 
eral times as much as if we had 
waited our turn at a “manual” gro- 
cery store, asked for what we had in 
mind, paid for it, went on our way. 

The busy clerks in such a grocery 
store don’t have much time to do 
any “personalized” selling while try- 
ing to put up a couple of dozen tele- 
phone orders and get them on the 
first delivery. 

We did our own selling in the “me- 
chanical” store and we alone were 
to blame because we bought far more 
than we intended. Did we miss con- 
versation? Not in the least! As a 
matter of fact it usually is trivial 
or inane. So we really had a good 
time browsing about and buying our 
head off. 


* * * 


“All right, all right,” you 
say “but what’s all this got to 
do with operating a lumber 
yard?” 


LOOK TO YOUR DISTRIBUTION 
1.9. 


The race for the consumer’s dollar 
becomes faster and faster as supply 
lines fill up. The problem of produc- 
ing is giving way to the question of 
how to sell it at a profit. In other 
words, the buyers’ market is begin- 
ning to take over in rather a big 
way in some lines. 


* * * 


How important is the human 
factor in a retail sale? 


NO MECHANIZED LUMBER 
YARDS 


Building materials, naturally, do 
not lend themselves to mechanical re- 
tailing such as we have been dis- 
cussing. That’s for sure! We are not 
attempting to draw any parallel be- 
tween a grocery store and a lumber 
yard. They are as separate and dis- 
tinct as night and day. 


But there is this to be said about 
the revolution that is taking place in 
retailing. (We merely mentioned the 
mechanical grocery store as a single 
example.) If it is true that more than 
half of our total retail volume is 
now done by 400 companies, then we 
must admit that certain types of the 
big concerns have their eyes peeled 
for more and more things to sell. 


And that, of course, is exactly what 
is happening to many building ma- 
terials. There isn’t much chance of 
lumber yards being mechanized but 
there is a whale of a big chance that 
more and more building materials 
(of certain kinds) will be taken over 
by the big chains. . . . Mail order 
houses in particular. 


All of which accounts for the fact 
that so many lumber yards are turn- 
ing into building material department 
stores, where they not only duplicate 
merchandise, values, service and 
everything else offered by the chains, 
but in addition are able to provide 
that most valuable ingredient in re- 
tailing . .. the human element as 
exhibited by the owner. That kind 
friends is where the up-and-coming 
lumber dealer has it all over the 
chains. 


This doesn’t mean that the lum- 
ber yard is safe from the inroads of 
outside competition but merely that 
the lumber dealer’s best weapon is 
his ability to maintain a personal re- 
lationship with his customers that is 
not possible with the chains, regard- 
less of how big or how far flung they 
may be. 


The whole subject of distri- 
bution never received as much 
attention as it is getting today. 


February 12, 1949, AMERICAN LUMBERMAN & 











very 
not : 
are ° 
are 1 

Ni 
amp] 
publ 
than 
ously 
foot 

Nt 
by 1 
in 0 

He 
mun 
toda 
how 
your 
And 
requ 

A 
to-d; 
vage 


FUL 


paig 

abo 
E 

ing 








7, do 
al re- 

dis- 
e not 
1 be- 
mber 
1 dis- 


about 
ice in 
d the 
single 

than 
ne is 
n we 
f the 
yeeled 
11. 


what 
* ma- 
ce of 
d but 
> that 
erials 
1 over 
order 


2 fact 
turn- 
tment 
licate 

and 
hains, 
rovide 
in re- 
nt as 

kind 
oming 
r the 


lum- 
ads of 
r that 
on is 
al re- 
hat is 
ogard- 
y they 


ich 
ay. 


AN & 








Your 


5 
4 


> » 
q 
a 
> 

—— 

— 
= 
= 






/ A lot of us go at selling 
HOW’S YOUR as if we were pinning-the- 
AIM? tail on the donkey. We 


take a good look—think we 
know where the donkey is—then move forward and 
try to pin that tail where it ought to be. 

And miss. Because we’ve been blindfolded all the 
time. On the basis of common sense and past ex- 
perience, we think we know where to aim our ads, 
our salesmen, our merchandising promotions. And 
very often we do connect with our sales targets. But 
not as fast as we could. Today, too many changes 
are taking place to rely on “guesswork,” and there 
are too many varying “winds” to deflect our aim. 

Numerical shifts in our local population, for ex- 
ample. And changes in the character of our buying 
public. Greater need for repairs and replacements 
than we realize—because deterioration is continu- 
ously taking place; but unless we can actually get our 
foot in the door, we can’t see it. 

NO. 1 SOLUTION! A housing census conducted 
by local business men, to guard against overselling 
in one direction, and underselling in others. 

Has there ever been such a census in your com- 
munity and adjacent trading areas? Do you know, 
today, how many homes and apartments are for rent, 
how many new homes are already up “for sale” in 
your area? How many additional homes are needed? 
And in what price brackets they are most urgently 
required? 

Are your facts and figures complete and really up- 
to-date on deteriorating areas that might be sal- 
vaged? And on slum areas for clearance? 


The best way to sell more roof- 
ing, more insulation, more 
paint—is to base your adver- 
tising and merchandising cam- 
paign on findings through the kind of census proposed 
above. 


Even the best “estimates” of markets are mislead- 
ing these days. For instance, one badly “under- 
housed” area now finds itself suddenly overbuilt—this 
is $8000 and $10,000 houses—because no accurate 
census had been undertaken beforehand. Bad busi- 
ness for everyone ... and a bad break for towns- 
people suffering from overcrowding, who desperately 
need new homes in tne lower price brackets they can 
afford. 

A careful community-wide housing census not only 
prevents costly errors like this, but turns up in- 
numerable modernization and repair jobs that might 
otherwise be overlooked. 


To do as extensive and valuable a job as possible— 


and spread the costs of making your census—band 
together with all the other dealers and all the banks 


FULL SPEED © 
AHEAD! 





Norm Advertising, Inc., New York, N. Y. 


Burtpinc Propucts MERCHANDISER 


Profit Making Forum 


in your area; also contractors, realtors and possibly 
your local Chamber of Commerce. 

This way, you can go “Full speed ahead!”’. and con- 
centrate your selling where it counts the most. 


A lot of dealers are hurdling 
OVER THE sales resistance and fear of 
HURDLE: high prices by advertising, 


“$— a month buys all ma- 
terials for redecorating a living room 13’ x 16’!”— 
then specifying the materials. For example, “Wall- 
paper—authentic reproductions of Early American 
designs to choose from. Quick-drying floor varnish. 
Paint for ceiling, moldings, baseboards.” 

This gives the reader who never dreamed he could 
afford to redecorate, an excellent barometer to go by. 
One quick glance may show him he could have af- 
forded to do over one or several rooms several years 
ago if he’d only taken the trouble to inquire. 

And that’s the big hitch! So many eligible pros- 
pects never even get to the inquiring stage, they’re 
so sure they couldn’t possibly afford the improvement 
they want, anyway. 

This is the kind of advertising that short-circuits 
such defeatist thinking, brings people in where you 
can really sit doven and sell them. 


A-PLUS FOR THIS 


One of the basic jobs every 


reputable dealer’s advertising 
CONFIDENCE should do is educate his buy- 
-BUILDER! ing readers to quality ma- 


terials. Here’s an excellent way a good many dealers 
have been doing this lately. 

They’ve been coming right out in print and telling 
their readers frankly that a lower grade of lumber 
often does a specific job better than a higher priced 
grade. Music to every prospect’s ears these days! 
And a terrific confidence-builder. No man could be 
more honest than that! 

Second, these advertisers stress, “The right grade 
for the right job.” Try these two educational appeals 
in your advertising. Even if some of your readers 
aren’t currently in the market for lumber, these two 
appeals will heighten your prestige—impress them 
with your integrity — bring them in for other ma- 
terials. 


Another glance at the type of 
advertising illustrated above, 
tells the reader two other 
things. One, he knows exactly 
what he’s going to get for his $— a month—so he 
wants it that much more. To the point of actually 
doing something about it! Two, you’ve convinced him 
you’ve not going to let him in for a lot of “extras”— 
one of the things he fears the most, and one of the 
things that has kept him from coming in to make 
inquiries before. 


2-WAY APPEAL: 
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ROLL - O F 1D “The Active Truck Is the Money-Maker” 
LUMBER TRUCK BEDS since isis 


Complete Beds Shipped KD. 


EASILY MOUNTED 
Write for Catalog & Prices 








Two minutes 


The R-B COMPANY, 1921 Guinotte, | KANSAS CITY, MO. 





Al Clements Damber Co. 


MANUFACTURERS & WHOLESALERS e¢ DOUGLAS FIR LUMBER 


Industrial and Housing Materials 


EUGENE, OREGON P. ©. BOX 908 PHONE 5640 TWX NO. EG 49 
BE RKOSOOSSSHEBHSSOSOHOHOOO 8 0000858000680 8859 





PAUL BUNYAN'S REPUTATION 


The name of Paul Bunyan, mythical hero of lumbermen’s tall tales, 
sets a high standard to live up to. For a long time the trademark 
has stéod for consistent quality and service. 


PAUL BUNYAN LUMBER CO. 


Manufacturer and Distributor 
Ponderosa Pine White Fir Incense Cedar 


SUSANVILLE CALIFORNIA (::. = 
thn 


SANTIAM LUMBER COMPANY 


MILLS 
SWEET HOME @ LEBANON 
OREGON 


“Santiam” Srand 
Old Growth Yellow Fir . Upland Hemlock 
TIMBERS — BUNDLED UPPERS DRY AND GREEN DIMENSION 


PLYWOOD AND GREEN LATH CAN BE INCLUDED IN 


MIXED CARS 
ANNUAL CAPACITY — 100,000,000" 





TRADE-MARK 





REGISTERED 
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Products .... Sales Aids .... Literature 


SEND FOR THESE: 





Small House Plans, designed by out- 
standing architects, are available in 
a 52-page book. Send 25c to Housing 
Plan Service, Inc., Dept. 102, 140 
Nassau St., New York 7, N. Y. 





“Style-chrome Bathroom Accessor- 
ies by Tiletone” is the title of a cata- 
log featuring the new line of smartly 
designed, packaged accessories for the 


bathroom. Each accessory is pack- 
aged complete with screws, back- 
plate and instruction sheet. Both 


chrome plated and ceramic acces- 
sories are available. The line is now 
being displayed at Hardware and 
Builder Supply shows. For a free 
copy of the catalog write the Tiletone 
Company, Dept. AL&BPM, 2323 
Wayne Ave., Chicago 14, IIl. 


“What You Should Know About 
Safes” is a valuable booklet, free up- 
on request, from The Mosler Safe Co., 
largest builders of safes and vaults in 
the world. According to a statistical 
survey, 4 out of 10 firms never reopen 
after losing their records by fire. An 
old safe or a second-hand safe may 
not be reliable. Check your protec- 
tive measures against the facts in 
this interesting booklet. Write The 
Mosler Safe Co., Dept. 62, 320 Fifth 
Ave., New York 1, N. Y. 


Conspicuous for its revolutionary 
character among many challenging 
exhibits at the 38rd National Materials 
Handling Exposition, was the new 
Clark “Dynatork Drive” shown by the 
Industrial Truck Division of the Clark 
Equipment Company, Battle Creek, 
Mich. Installed on a Clark gas- 
powered Utilitruc fork-lift truck of 
6000-pounds capacity, the “Dynatork 
Drive” gave an astonishing demon- 
stration of smooth, quiet, efficient 
transmission of power which promises 
wholly new standards of usefulness 
and low cost performance. Write for 
illustrated booklet. 


The first issue of a new external 
company magazine, “Lifts,” has just 
been received from the Hyster Com- 
pany, industrial truck and _ tractor 
equipment manufacturer of Portland 
8, Ore., Peoria and Danville, Ill. The 
36-page publication contains articles 
and departments relating to materials 
handling with various types of indus- 
trial trucks. The lead article “Indus- 
try’s 8 Ball” offers efficient materi- 
als handling as the answer to the 


Bui_pinc Propucts MERCHANDISER 


present high cost of doing business. 
Another article describes the electric 
utilities industry and the importance 
of equipment handling in its mainte- 
nance and growth. Also included is a 
story on company history entitled 
“How Hyster Happened.” Copies will 
be sent on request. 


PREVIEWS: 





The Porter-Cable Machine Company, 
Syracuse, N. Y., exhibited its complete 
line of portable machines, plus rental 
floor machines at the Ohio Hardware 
Show in Cleveland. Among the tools 
were the new Speedmatic Router, 
Power Plane and Lock Mortiser. A 
feature of these machines is that the 
same motor may be interchanged for 
use on any one of them, thus offering 
the owner a big saving. Several 
templets are provided for use with 
Speedmatic Routers to speed up and 
make more accurate the work of stair 
routing, cutting hinge butts, door 
locks, etc. Write the Porter-Cable 
machine Company, Dept. AL&BPM, 
Syracuse, N. Y. 





Cornell Rolling Doors 

Cornell rolling steel and wood 
doors roll up out of the way over- 
head, and conserve valuable floor, 
wall and ceiling space. The door 
proper is built of interlocking steel 
slats, or wood slats; doors and 
guides can be located between the 
jambs. Cornell rolling doors can be 
used for practically any opening 
such as garages, office buildings, 
warehouses, power plants, freight 
platforms, etc. There are four typ- 
ical methods of operation: self-coil- 
ing type, hand chain and gearing 





type, hand crank and gearing type, 
motor drive. Write for illustrated 
folder—Cornell Iron Works, Inc., 
Dept. AL&BPM, 36th Ave. & 13th 
St., Long Island City 1, N.Y. 


Plywood Package Offer 


Aetna Plywood & Veneer Com- 
pany has announced a new plywood 
package deal for lumber dealers. 
This package, the first of a series, 
is made up of fast moving plywood 
panels especially selected to help 
dealers handle plywood that will 
turn over quickest in their yards. 
Recognizing the fact that lumber 
dealers are getting inventory con- 
scious, this package is designed to 
aid the dealer in ordering a moder- 
ate quantity of fast-moving panels. 
As part of a program to make con- 
sumers plywood-conscious, Aetna 
Plywood stresses the importance to 
lumber dealers of showing these 
panels to customers and tieing in 
their promotion with the Douglas 
Fir Plywood Association’s nation- 
al advertising program. Window 
streamers will be made available to 
help attract customers. Alert deal- 
ers are welcoming this opportunity 
to promote Fir and Knotty Pine 
plywood sales and agree that this 
is a handy way to buy selected pan- 
els that are well-known and easy to 
move. For further information 
write Aetna Plywood & Veneer 
Company, Dept. AL&BPM, 1760 
Elston Ave., Chicago. 


Supplement to "Memorandum 
of Increased Rates and Charges" 
Now in the course of preparation 
by Union Pacific Railroad is Sup- 
plement 1 to “Memorandum of In- 
creased Rates and Charges,” which 
will reflect changes and additions 
occasioned by the issuance of the 
New Composite Master Tariff X- 
162-B and X-166-C, effective Feb- 
ruary 15. This supplement will 
show increases authorized in Tariff 
or Emergency Charges X-168, ef- 
fective January 11, 1949. It will 
also contain increase table reflect- 
ing 4, 5 and 6 percent increase to 
total freight charges of lc to 
$1,000, including a 3 percent table 
for figuring the Federal Transpor- 
tation Tax. Distribution of the 
original 62-page booklet simplify- 
ing the checking of rates has met 
with enthusiasm by shippers and 
traffic men, and this first supple- 
ment is designed to keep the book- 
let current and complete. Copies 
of the supplement may be obtained 
free of charge from W. T. Burns, 
gener::! freight traffic manager, 
Union Pacific Railroad, Omaha 2, 
Nebr. 


107 





“Skufpruf Ten" Is 
Roll 10 ft. Wide, 100 ft. Long 
A new development in the build- 
ing paper field is a roll of paper 10 
feet wide, 100 feet long, and weigh- 
ing 60 pounds. Manufactured by 
The Richkraft Company, this new 
Skufpruf Ten answers the need for 
a low-cost, easy to handle, wide roll 
of paper. Made of an unbroken 
sheet of Richkraft Skufpruf Heavy 
Duty 10 feet wide, the Skufpruf 
Ten sells for less because it elim- 
inates the expense of lapping nar- 
row rolls together. Other features 


are its light weight, ease in han- 
dling and storage. Contractors, 
farmers, and ranchers are finding 
this 10-foot wide, 1000 sq. ft. roll 
the answer to their need for effi- 
cient, low-cost covers. A_ piece 
easily cut off the roll makes a 
strong, waterproof, scuffproof, 
shrink-resistant tarp that’s not apt 
to be stolen. This handy roll is 
also economical for, concrete curing 
jobs, since it covers 40 percent 
more area in the same operation 
than does a 7-foot wide roll. Skuf- 
pruf Heavy Duty is also available 
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Plain-End Flooring 
and Siding 


on 4/4 AD Hardwoods 


RN HARDWOODS ‘ 
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SCOTCH LUMBER CoO. 
FULTON, ALABAMA 


Mixed Cars a Specialty 


Member SPIB and NALA 
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in flashing rolls 6 in. wide—300 ft. 
long. Rolls are put up in bundles 
of six or 900 sq. ft. of paper to 
each bundle. For testing samples 
of Skufpruf and descriptive folder, 
write The Richkraft Company, 
Dept. AL&BPM, Builders Build- 
ing, Chicago 1, Ill. 





Three Additions to 
The Johns-Manville Line 


Caulking putty in cartridge 
form, a caulking gun, and caulking 
putty in a new tan color are three 
additions to the Johns-Manville 
line of asbestos putties and acces- 
sories. Cartridges contain approxi- 
mately 1/10 gallon. Caulking gun 
takes either cartridges or putty in 
bulk form. Besides the new tan 
color, J-M putties are also available 
in white and gray in cartridges or 
in bulk form in 1 pint cans, 1 quart 





cans and other sizes up to 50 gallon 


drums. Write Johns-Manville, 
Dept. AL&BPM, 22 East 40th St., 
New York 16, N. Y. 


New Perforated Fiberglas 
Acoustical Tile 


A light-weight acoustical tile 
composed of compressed glass fi- 
bers, is noncombustible, and _ its 
high sound-absorbing properties 
are supplemented by excellent 
thermal insulation value. The tile 
can be cemented to a solid backing 
or mechanically mounted on wood 
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“Grom Our Own Gorests and Milla” 


Anything in West Coast Woods... 
















Manufacturers of: 
Mouldings 


Furniture Dimension 
Glued-Up Stock 
Industrial Shook 
Venetian Blind Stock 


Ready-to-Assemble 
Furniture Parts 


——in fact, Anything in 
West Coast Woods! 





Sead us Your Inguirtes for 
PONDEROSA PINE, SUGAR PINE, INCENSE 
CEDAR, DOUGLAS AND WHITE FIR. 

é 


The Ralph L. 


Lumber Company 


1635 Dierks Building, Kansas City 6, Missouri 
Phone Victor 4143 
Sawmills: Canby, Calif. and Anderson, Calif. 


Remanufacturing Plant: Klamath Falls, Oregon. 
Box Factory: Alturas, Calif. 





and ALLIED PRODUCTS \Nij 
4 > 





For Domestic and 
Foreign Markets 


e 
Fé ouglas on \d ho 
prwooP Ponde sa . 
” Cedar. Cypre h ickory: 
h Beech, B ee Maple. 
ps As d White Roug ’ 
warDbwoe Red OM Walnut: 
popla’ and Flooring 
Dress Swi 


RNST SEIDEL 
CORPORATION 


ERES Building, 19 Murray St., New York 7, N. Y. 
West Coast Office: 1110 Washington Bidg., Tacoma, Washington 
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WANTED! 


MORE DEALERS TO 
HANDLE THE FAMOUS 
NEWLY EXPANDED 
ROBBINS HOME COMFORT LINE 





ROFITS WITH 
-THE-CALENDAR P T 
ARCO OBBINS EXCLUSIVE LOW cos 


RM 

3. WOOD STO 

1. RUSTPROOF METAL WO OWS & SCREENS 
WEATH 


N STORM 
4. COMBINATIO 
Ne Scel EEN DOORS 

¥ WINDOWS & SCREENS & SCR 


SOME TERRITORIES STILL 
AVAILABLE BUT WE URGE YOU TO INQUIRE AT ONCE! 


SEND FOR COMPLETE FACTS! 


THE ROBBINS MFG. CO., Dept. 122 
1801 N. Central Park Ave., Chicago 47, Illinois 
706 Folger Ave., Berkeley 10, California 


I'm interested in profit-making details on: 
—Metal . Weatherstrip —-Wood Combination Windows 
——Metal Combination Windows ——Combination Storm and Screen Doors 


I 5. ink oie Sate Ca a Nes 
ADDRESS 


as ss Leathe PRET ee ro. are ees 
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This cutaway view shows 






why the IMPROVED 


ACME TWIN 


is the most efficient sash 
balance ever designed 


Oil-impregnated 
Fibre Washer be- 
tween Cable Drum 
and Face Plate in- 
sures friction-free 
operation. 


Cable Drum 
fits snugly into 
Protective 


. 


UW ilitiiiy i, 
ri, 












Tension Governor 
maintains uniform 
spring action and 
balancing. 


4. 


Spring Hubs 
riveted at both 
ends assure TWO 
solid bearing 
points. 







Powerful Coil 
Springs provide 
positive, effort- 

less window 
opening. 






Left: Acme 
Overhead Type 


D> Sash Balance 






Right: Acme Side 


Type Sash Balance ‘f 


—— 





See your jobber or write for prices 


ACME 


SASH BALANCE COMPANY 
1626 Long Beach Ave. 
Los Angeles 21, Calif. 
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or metal furring strips, or on sus- 
pended ceilings. Because of the 
tile’s low density, it is possible to 
achieve high acoustical efficiency 
with only 196 three-sixteenths- 
inch-diameter perforations per 


‘ square foot. The tile is unaffected 


by humidity conditions, and will 
not warp, buckle, expand or con- 
tract. It can be cut with a knife to 
special size or shape. The sealed 
surface, white in color, and the 
comparatively small number of per- 
forations, make the tile easy to re- 
paint when necessary. 

The 12 by 12-inch size, three- 
fourths inch thick, has a _ three- 
thirty-seconds-inch bevel on _ all 
four edges. The 12 by 24-inch tile, 
of the same thickness, has the same 
bevel, with a cross-groove to simu- 
late the 12 by 12-inch tile. The 
larger tile is designed for mechan- 
ical-type suspended ceiling appli- 
cations, and will also be available 
with kerfed and _ splined-grooved 
edges. Write Owens-Corning Fi- 
berglas Corporation, Dept. 
AL&BPM, Toledo 1, Ohio. 


Blueprint Cabinet Keeps Prints 
Permanently in Excellent 
Condition 

The Draw-In-Dex cabinet files 
blueprints safely and conveniently 
without wrinkles, creases or curled 
edges. Carefully designed and 
engineered to meet the problems 
of every organization that uses 
blueprints, photostats, charts and 
photo blow-ups, the cabinet saves 
valuable hours that are often spent 
searching for misplaced prints. 
It accomodates 1,000. Each print 
hangs smoothly. An index file lo- 
cates the prints instantly. All 
prints are immediately accessible, 





and any print can be removed with- 
out disturbing the others. Suspen- 
sion rods support the drawings 
that are easily attached to manila 
hangers. They are designed go 
that when the front panel is 
opened, any drawing may be im- 
mediately filed or removed. Write 
Empire Development Corp., Dept. 
AL&BPM, 52 Broadway, New York 
&, XK. ¥. 


Open Island Displays 

The L. Lyle Baker Co., is mar- 
keting two open island displays of 
Ponderosa pine, said not to warp, 
break or bend. Accessible from 


front and rear, these shelves give 





18 sq. ft. of display area, take 8 
ft. of floor space. For complete 
details, write L. Lyle Baker Co., 
Dept. AL&BPM, Bismarck, Mo. 


Aluminum Nails 


Aluminum nails in six types and 
16 different sizes are made by Rey- 
nolds Metals Co. for the building 
industry. The nails have sufficient 
strength for any purpose and are 
suitable for use with most types of 
building materials, according to a 
company spokesman. Aluminum 
nails weigh only 1/3 as much as 
steel nails which means that, the 
buyer gets three times as many 
nails per pound. This reduction in 
weight will also result in lowered 
transportation charges. In addi- 
tion aluminum nails are highly re- 
sistant to corrosion and stain. This 
means that when they are used with 
wood siding there is no danger of 
rusting of nail heads with subse- 
quent unsightly discoloration of 
paint jobs on exterior walls. Among 
the new nails is a 14-inch plaster 
board nail which has been found to 
have especial value for fastening 
the various types of plaster board 
on the market. In addition to the 
plaster board nail, the shingle nail, 
and the felt paper nail, Reynolds 
also supplies common nails, roofing 
nails, and special roofing nails. 
Write Reynolds Metals Co., Dept. 
AL&BPM, 2500 S. Third St., Louis- 
ville, Ky. 
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65 YEARS ... @ ste sortce f seygoly 


If You Want to Keep the 
‘“‘SPOTLIGHT’’ On Your 
Store You Need These 


Ellicott PRODUCTS. 


gardiess of the 
bsent paint line 
v carry these 
OTT PRODUCTS 
meet the most 
ing demands of 
trade, and 
pnew customers 
3uy direct from a mill that has the timber and produc- 
tion facilities to fill your orders promptly. 


W. T. Smith Lumber Company is proud of having com- 
pleted another year—the 65th—of supplying retailers and 
industry with quality llow pine, oak flooring, cypress, 
and hardwoods. You, t can hitch your wagon to such a 
permanent star! Place your order today. 


Mixed Car Service — Oak Flooring and Yellow Pine 


Selective cutting Assures Permanent Supply 


NOW IN OUR 65th. YEAR k i) 23 eu v AYA ep Releles) [em \. 
OF LUMBER MANUFACTURING ps4 2: PERMANENT SOURCE OF Sl 


W.T.SMITH LUMBER rere) 


YELLOW PINE AND HARDWOODS CHAPMAN, ALABAMA 


Elliott Paint and Varnish Co. 
4525 Fifth Ave., Chicago 24, Ill., Dept. L. 


Gentlemen: 
Please send me full information on 


O White Veneer O) Elliott Uni-Tex 
O Rub-R-Bond CO Elliott Deeptone 


Name 
Address 


RAINY LAKE LUMBER CO. Ltd. ~ 


C exc USIVE Y 
Sales Office: ; . 


2020 Chicago Title & Trust Bldg., CHICAGO 2, ILL Ellictt ‘Paint 5: Varnish Gc 


Selling the Products of J. A. Mathiew, Ltd. Rainy Leake, Ont 4525 FIFTH AVENUE, CHICAGO 24, ILLINOIS 
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New Wood Combination Storm 
Window and Door Line 

To round out its line of metal 
weatherstrips, combination metal- 
framed windows and summer 
screens, wood and metal insect 
screens and porch enclosures, The 
Robbins Manufacturing Company 
recently added the new Robbins 
“60” wood-frame combination 
storm window and screen. Speci- 
fications include tailor-fitting to 
each window opening; kiln-dried, 
toxic treated wood construction; 
double-glued joints and frames; 
laminated corners; wood - glazed 


panes; and cadmium-coated hard- 
ware. The screen cloth is of alu- 
minum colored plastic. The Rob- 
bins “60”? has no sub-frame to in- 
stall. The windows are fitted di- 
rectly into the window opening. In- 
stallation is easy and rapid. The 
upper panel is of glass and can 
either remain in the window or be 
removed quickly when desired. 
Both the glass and the screen lower 
panels are tongue-and-grooved into 
the under side of the upper panel 
as a weather block. The windows 
also feature the quick-change from 
storm panel to screen from inside 











DIMENSION 


Looking for well-manufactured Ponderosa Pine 
yard and shed stock, factory lumber, industrial 


items? 


Consult us on your next requirements. We spe- 
cialize in dependable quite Ponderosa Pine 
lumber—straight cars or an assortment of Pon- 
derosa yard and shed items mixed with Fir and 
Larch dimension. Best of manufacture. Proper 


kiln drying. Reliable grades. 


MIXED CARS 


* PONDEROSA PINE 
* FIR and LARCH 


Write us regarding your requirements in yard and shed stock, factory and 


industrial items. 


Alexander-Yawkey Lumber Co. 


PRINEVILLE, OREGON 


Member Western Pine Association 





112 


Member Ponderosa Pine Woodwork 


February 








the room. To match the attrac- 
tive Robbins “60” windows, a full- 
view combination door is offer- 
ed. The door features aluminum- 
frame panels for maximum visi- 
bility, strength and easy-changing 
—two of glass for winter; one of 
screen for summer. The company 
is now demonstrating the new win- 
dow and door to present dealers 
and is seeking new dealers to han- 
dle this addition to the Robbins 
“home comfort” line. Write Rob- 
bins Manufacturing Company, 
Dept. 122, 1801 N. Central Park 
Ave., Chicago 47. 


1949 "Pureaire Kitchens" 


Pureaire Kitchens are now roll- 
ing off Parsons assembly lines at 
the rate of hundreds a day to take 
care of the increased demand for 
complete kitchens. They save a 





good deal in construction costs, ac- 
cording to the manufacturer, by 
cutting down the space needed for 
kitchens to 8 square feet. Among 
the features of the new 1949 Pu- 
reaire Kitchens are the modern eye- 
level oven; a 514-cubic-foot-net-ca- 
pacity refrigerator; no-splash fas- 
ter-sudsing faucets; steel-grip 
assembly detail; AGA - Approved 
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Distributorship 
in your town 





















































| Entirely new—modern as tomorrow, CRYS- 
/ POE ony GLAS all glass wall tile is ready for distribu- 
/ j Opportunity tion. Once you’ve seen it no other wall tile 
a , | | will satisfy you or your customers. If you’re 
“= for YOU a live wire — you qualify to be the first 
im- Lauaaunl CRYS-GLAS dealer in your town. For com- 
isi- Mr. Dealer! plete details on CRYS-GLAS profitability, 
ing powerful dealer advertising program plus 
. CRYS-GLAS sample — Write — Wire or 
rd Phone today. 
ers 
an- 
Ins . 
ar , | tf f f | i | Glass Company 
ark " 2402 West 21st Street Dept. RB Chicago 8, Illinois 





| KNOWLEDGE is the key HOLT HARDWOOD CO. 
re to Fireplace Sales 
a and Satisfaction Manufacturers of 


MAPLE © BIRCH © BEECH © OAK 
A dealer may handle the finest fire- STRIP & BLOCK 


place appliances and still have com- 
plaints from owners .. . A mason may d 
be industrious and careful, yet he will on 


seluies bn Gr Gaginene x sno HERRINGBONE 
. - « When it comes to fireplace satis- 


faction, there is no substitute for FLOORING 


knowledge. 





The Donley Book of Successful Fire- e 
places, 80 pages, more than 300 de- 


signs and illustrations, helps your con- BROOM HANDLES 


tractor trade to keep on sure ground 


to ke © ground 
jue... © ay a home ae GRADED SAWDUST 


for you and the home developer. Sec- 

















tion dealing with Outdoor Fireplaces r 
offered as a separate booklet and is 
imely help f h i e 
 . « Bee of comghin Boas af Eee. High Grade Northern Hardwoods 
places 50c. (60c in Canada.) Outdoor 
ac- : cane ae 25c. pegging [ +) 
; DONLEY copy to dealer writing on own letter- 
be: Pitti Frochatve head. Arrange for supply ct special Custom Kiln Drying 
yng “3 2 
Pu Members: MP MA NMHLA MM ERMA 
ye- 
Ca- THE DONLEY BROTHERS COMPANY OLONTO, WISCONSIN 
™ ij 13928 Miles Avenue Cleveland 5, Ohio a 
rip » fet ¢ 
ved RAO LARS REECE Resa 
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Take Advantage of 
the Facilities of These 
Western Wholesalers 


They‘re ready to do a better-than-ever job 
for you in 1949. Look what they offer: 


1. Service from many mills. If one 
doesn’t have the right stock, another 
may. 


2. On-the-ground selection of stock to 
meet your needs. 


3. An intimate knowledge of each mill's 
manufacturing and shipping facilities. 


Profit throughout 1949 by putting these lead- 
ing Western Wholesalers to work for you. 





WALES LUMBER COMPANY 


Old National Bank 
SPOKANE - - - WASHINGTON 


A ET BSE Sea 


"Viral, firth 
Market St., San Francisco 4, Cal. 
MAUK SEATTLE LUMBER COMPANY 


SEATTLE, WASH. 
WESTERN LUMBER MERCHANTS 


Eastern Office € Warehouse: 
THE C. A. MAUK LBR. CO., TOLEDO, O. 


Joseph A. Adair Lumber Co. 
520 S. W. Sixth Avenue 
Portiand 4, Oregon 


Carl E. Soderberg Lumber Co., Inc. 


1120 Old Nat'l Bk. Bldg., SPOKANE 8, WASH. 
PINE SPECIALISTS 


Riverside 4335 

















Main 6954 





Duncan Lumber Co., Inc. 
818 Securities Bldg., Seattle 1, Wash. 
Specializing in mixed carlots. 


Morrill & Sturgeon 


Lumber Co. ~ancoee 
Yeon Bidg., Portland, Ore. 


Pacific National Sales Co. 


West Coast Lumber 
Charles B. Hurley, Pres. 


P. O. Box 1587, Tacoma 1, Wash. 











114 





easy-cleaning full-control gas burn- 
ers; patented ventilation for odor- 
less cooking; hermetically-sealed 
freezing system, and UL-Approved 
flat-surface ultra-modern electric 
range units. Write The Parsons 
Co., Dept. AL&BPM, Traverse City, 
Mich. 


All-Purpose Sander 

Hand sanding is easy and fast 
with this new all-purpose sander 
molded of Bakelite phenolic plastic. 
When the sandpaper is worn out it 
is easily replaced by pulling back 
the wire clasp that releases a new 
length of sandpaper surface from 
a roll. The sander is available in 
five colors and two sizes, 7” x 2” 
and 5”x1%3%”._ Refill rolls are 
available in the various grades of 
sandpaper. Write Behr-Manning 


Corporation, Dept. AL&BPM, P. O. 
Drawer 808, Troy, N. Y. 





“Hi-Lo-Stack" Special Clark Lift 

Introduced on Clark Carloader 
fork-lift trucks, the Hi-Lo-Stack, 
Clark’s patented high-lift low- 
clearance device, is now offered in 
a special design for the Clark Clip- 
per models, both gas-powered and 
electric battery-powered machines 
of 2,000 lbs. capacity. The Hi-Lo- 
Stack mounted on the Clipper per- 
mits an overall collapsed height of 
83 inches, a maximum lift of 130 
inches and a “free lift” of 64 





inches without increasing the over- 
all height of the machine. These 
heights make it possible for the 
machine with its load to pass eas- 
ily through 7-foot-high openings, 
and also to tier unit loads to the 
ceiling in boxcars with low clear- 
ance, or to 130 inches in storage 
and warehouse areas. Important 
improvements in the Hi-Lo-Stack 
include a_ single hydraulic lift- 
cylinder and single set of uprights, 
and use of Clark’s balanced hy- 
draulic system for lift operation. 
Write Clark Equipment Company, 
Industrial Truck Division, Battle 
Creek, Mich. 


"No-Freeze" for Roof Drains 

This unit contains a chemical 
that prevents roof drains from 
freezing and causing water damage 
to ceilings and sidewalls. The 
charge is designed to last an aver- 
age winter. One size fits pipes 
from 2” to 6”. 
simple. Rain will not deplete the 
chemical; it is affected only by ice 
and snow. Write David Levow, 
Dept. AL&BPM, 308 W. 20th St., 
New York 11, N. Y. 





New Low-Cost Circle Saw 
Woodshaper 


Now any circle saw can be 
quickly converted on the job to a 
rugged, practical woodshaper that 
makes hundreds of different cuts! 
The new Aladdin woodshaper fits 
any circle saw shaft. Made of 
solid steel, it is rugged and safe— 
blades are locked in position with 
2 Allen cap screws that go all the 
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IN CUSTOMER ACCEPTANCE —- 


IN USER'S SATISFACTION — 
IN TROUBLE-FREE SERVICE — 






the New 


CAPITOL “TAPER SEAL” 


Trade Mark 


GARAGE DOORS 


It isn’t often that you'll see the finest quality product 
offered to you at the price of ordinary merchandise. Think 
what this means to you and your customers. You can 
provide them with the best . . . a product that will equal 
or excel any on the market . . . AT NO GREATER COST 
TO YOU! Look at these selling points: 

Long Service Rapid Installation Modern Beauty 
Finest Materials Perfect Protection Balanced Action 

Ball bearing rollers . . . slip-joint tracks . . . 
weather-seal rabbet on all sections . . . “Feather-Touch” 
operation . . . short radius for minimum clearance .. . 
excellent workmanship .. . in fact . . . a door that you 
will be proud of and which will please your customers. 


8’ x 6/6” — 8’ x 7 — 8 x 76” — 8 x 8 
Yx’?—1’ x? — 10’ x 8% — 10 x 10’ 


Send for detailed information, literature, prices 
and discounts — and our dealer helps and news- 
paper advertising service plan that will mean 
more dollars in profit to you. 


CAPITOL PRODUCTS 


Third at Adams Sts. Springfield, Ill. 
Telephone 7838 








Air View of Our Plant 


Ash Your Wholesaler 
for OUR Lumber 


1" Kiln Dried Yellow Pine 
FLOORING, BOARDS, SIDING, ETC. 


W. M. McGOWIN LBR. CO. 


PINE APPLE, ALABAMA 

















BurtpiInG Propucts MERCHANDISER 






"One installation 
sells another... 
and another”— 


says leading Texas Millwork Manufacturer 


‘Gate City Awning Windows are one of the fastest and best 
selling items in the millwork industry,” says R. L. Vauter, 
General Manager, Hawn Sash & Door Co., Corpus Christi, 
Texas. ‘Immediate acceptance by owners and architects . . . 
no appreciable sales resistance . . . quick turnover . . . no stock 
problem” — these words of Mr. Vauter’s are music to any 
dealer's ears. 


Every building needs windows. Push Gate City Awning Win- 
dows, and make a better profit per opening! The bigger the 
order, the more your profit multiplies! Wonderful for hos- 
pitals, hotels, apartment houses, churches, schools, housing 
developments, motels, factories, etc. Just the thing for sun- 
porches, too. 


Get all the facts today! Write for our attractive proposition 
and schedule of discounts. Gate City Sash & Door Co., Dept. 
AL-2, Fort Lauderdale, Florida. 


QUICK FACTS ABOUT 
GATE CITY AWNING WINDOWS 


© 100% ventilation—scientifically controlled. 
e Won't squeak, stick, rattle, or flutter. 

® Cools off stuffy rooms in hot weather. 

e Safe! All sash washed from floor! 

® Screens and. storm sash installed indoors. 

® Trouble-free worm and gear crank! 

® Tilted sash deflect rain. 

e@ One size fills 75% of your orders. 
© Proved by 8 years of service! 


7~... Gate City... 


AWNING WINDOWS 








Export Sales Representative, Frazar & Company, 50 Church Street. New York 7, N.Y.,0.5.A. 
Cable address: Frazar, N.Y. Agents in principal cities throughout the world. ’ 
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way through the blade. Since each 
blade is ground at both ends, in 
most cases male and corresponding 
female cuts are on the same blade. 
The Aladdin circle saw woodshaper 
comes complete with arbor and 6 
sets of blades ground on each end 
which make 12 standard cuts and 
hundreds of molding variations. 
Write Aladdin J. Tool Company, 
Dept. AL&BPM, 3121 Main St., 
Kansas City, Mo. 


Steelcraft Announces a New 
Steel Casement Window 

The Steelcraft Manufacturing 
Company announces a new steel 
casement window, with sections 
114” deep, to sell at the same price 
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“OLD TIMERS” 


in the heavy ss00ds 





No “green wood" on this rugged team. 
Here is job-tested logging equipment 
that has proved itself with top per- 
formance under any conditions. New 
requirements and modern design have 
resulted in up-to-date adaptations of 
the old reliable machines. For further 
information about lasting service, 
economy, and speed of production, 
write, phone, or come in today! 










HYSTER winches, sulkies, skidding pans 
and rigging; DISSTON chain saws; 
CATERPILLAR diesel engines. 


GLENWOOD TRACTOR & 
ROAD MACHINERY CO ne NEW YORK 


Albany, New York Telephone 5-5255 
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as standard residence steel case- 
ments. According to the manufac- 
turer, the 144” depth means not 
only unusual strength and rigidity, 
but permits double glazing with 
Thermopane, Twindow, or other 
types of insulating glass. One of 
the important features of this new 
casement window is that these sec- 
tions are made of cold rolled steel, 
which are more easily painted... 
unlike hot rolled steel these sur- 
faces offer a much smoother base 
for finishes. Immediate delivery 
on the new Steelcraft Windows is 
promised through the company’s 
growing network of building sup- 
ply dealers. Write Steelcraft Man- 
ufacturing Co., Dept. AL&BPM, 
Rossmoyne, Ohio. 


Four New Tools Use One Motor 


Porter-Cable Machine Company 
announces a new line of portable 
electric woodworking machines de- 
signed for the building and wood 
specialty industries. The group in- 
cludes a high-speed router, a ped- 
estal table shaper, a power plane, 
and a door-lock mortiser. A single 
power unit serves all four tools and 
can be interchanged in a moment. 
This feature effects a saving of 
$267—the cost of three extra mo- 
tors. The machines are also avail- 
able individually with their own 
integral motors. A_ variety of 
templets, and 130 different bits and 
cutters are included in the line. 
The router and the shaper are also 
made in larger models of two H.P. 
The power unit itself contains a 


full one H.P. Universal motor with 
oversize oil seal bearings and an 
automatic adjusting end-thrust 
bearing. The die-cast aluminum 
housing provides full ventilation, 
but eliminates wood dust and dirt. 
The unit can be attached quickly 
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DISTRIBUTION 


OPPORTUNITY 


With the softening of the lumber 
market, wholesalers and line vard 
operators are finding it profitable to 
fill out their merchandise lists with 
items of assured turnover. These 
larger concerns are adding Colonial 
Cedar Company’s line of stained 
cedar shingles, processed shakes, 
handsplits and stains—with very 
satisfying results. 

Colonial Cedar originated the 
process for manufacturing grooved 
cedar shakes in 1918, and is the 
leader in the field. Only outstand- 
ing distributors are considered, and 
complete merchandise materials are 
available with opening orders. Pan- 
els, color fans, color books and 
newspaper mats are included. 

Although initial investment is 
small, reorders will run to consid- 
erable dollar volume, Wholesale dis- 





tributors interested in particulars THE COLONIAL CEDAR LINE of nationally known Fitite Shakes, Stayon Stains 


should address their inquiries direct 
to the Colonial Cedar Company, 600 
West Nickerson Street, Seattle 99, 
Washington. 


and Stayon Stained Cedar Shingles makes an attractive quality display. This one line will 
give dealers complete coverage in the market for roofs and sidewalls of new construction 
and remodeling jobs. 





DEALERS 


Romumber | 


Every cellar, garage, cistern, If your contractor, homeowner 
pool, milkhouse, stable, pen or others have a problem with 
and dairy barnneeds THORO- water or dampness, The 
SEALING, to keep water out THORO System will correct 
of the walls. and solve the problem. 


44 
7 ( Vy 
WATERPLUG . . to stop the leaks 
- THOROSEAL. to fill & seal the surface 
QUICKSEAL. for a beautiful finish 


WRITE FOR DEALER PLAN 
AND DESCRIPTIVE CIRCULARS 


THE THORO SYSTEM Products meke friends, 


new customers and a substantial profit for the dealer 


Box X, New Eagle, Penna. 
Telephone Monongahela 67 





% 
BuitpInc Propucts MERCHANDISER 









sREDUCE YOUR 
SASH CosTs! 


wd YSNUBIR 


More profits for your sash department! Sensational 
new Arrow Sash Snubr fits in sash or frame, with or 
without weatherstrip. Works in wood or aluminum 
windows. Invisible when installed. Spring loaded 
roller holds sash snugly in frame, prevents rattle. 
Sash glides up, stays put, yet pushes down easily. 
Simple to install, the Snubr pays big dividends in 
time and labor savings. Retails at 40 cents. Liberal 
trade discounts. Write for details. 


ARROW MFG. CO. 


INDEPENDENCE, KANSAS 








SENET, 






P.O. BOX 468 
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to any one of the tools without bolts 
or screws. Write Porter-Cable Ma- 
chine Co., Dept. AL&BPM, Syra- 
cuse 8, N. Y. 


New Resinated Hardboard 

A new resin-impregnated hard- 
board, called Chapco Board, is now 
available to contractors east of the 
Rockies. Tested in two years of 
versatile applications on the west 
coast, Chapco Board is said to have 
many qualities which make it out- 
standing for dry-wall, flooring, 
sheathing, paneling, cabinet work, 


and wherever plywood, wallboards, 
or other hardboards are used. Ac- 
cording to the manufacturer, Chap- 
man Manufacturing Co., Corvallis, 
Ore., Chapco Board has these fea- 
tures: it is very hard but not brit- 
tle—has great toughness and flex- 
ural strength; it has an attractive 
“light wheat” color that requires 
no finishing; however, its painta- 
bility is excellent and it stains 
beautifully. High in moisture re- 
sistance, it has shown less warpage 
and contraction-expansion qualities 






















General Sales 
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LOOK AT 
THESE CALDER 
FEATURES 


@ Exclusive Wedge- 
Tight feature wedges 
door tight with no 
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jamming 
@ Available 6 panel, 
one section open for 
glazing 
@ Exceptionally sturdy, 
i well made steel hard- 
taL4 ware 
BE 


@ Made of well sea- 
































soned, clear fir 1%” 

















as modern as tomorrow 





thick 
@ Ball bearing rollers 
a and sheaves 
® Bind-proof locking 


mechanism 


®@ Interlocking, weather- 


rl AD Proof joints 


pele): e Rapid, fool-proof in- 
stallation 


® Available in a wide 
range of sizes 


This is the Door to Bigger Profits 


Outstanding features of Calder 
Overhead Garage Doors make sales 
easy because their superiority is 
quickly recognized. Generous 
dealer discounts make them an ex- 





Hs 


THE CALDER MANUFACTURING CO., 


ceptional opportunity for progres- 
sive distributors and contractors. 
We invite you to open the Calder 
Door to Profitable enterprise. W rite 
for full information today. 


Lancaster, Penna. 
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It works 
easily — may be sawed, planed, 
routed, drilled, nailed or glued. It 
is available in 4’ x 8’ panels of 14” 


than comparable boards. 


and 3/16” thicknesses. Chapco 
Board can now be supplied to lum- 
ber dealers in the Midwest. Write 
Fiddes-Moore and Company, Dept. 
AL&BPM, 205 West Wacker Drive, 
Chicago 6, Il. 


Liquid Floor Wax 
Defies Freezing Temperatures 


Winter Wax, developed by Hunt- 
ington Laboratories, Inc., has all 
the desirable properties of other 
quality floor polishing waxes, yet 
can be shipped during the coldest 
weather without fear of damage. 
Intensive tests show that Winter 
Wax stands up under as many as 
eight freezings. When thawed out, 
it still gives a high luster and dries 
to a hard, durable finish. It is 
easy to apply with a lamb’s wool 
applicator or a clean cloth. This 
new wax provides the same high 
quality protection as any regular 
wax. It may be used without harm 
on rubber tile, asphalt tile, terrazzo, 
mastic or other flooring materials 
and will not damage the finish. 
Write Huntington Laboratories, 
Inc., Dept. AL&BPM, Huntington, 
Ind. Request details on Winter 
Wax and ask for a copy of “101 
Hints on Better Floor Care.” 


Spin-A-Brush Changes Drill into 
Paint Brush Cleaner 


Portable Electric Tools, Inc., 
manufactures a brush cleaner— 
the Spin-A-Brush clamp attach- 
ment which changes your drill into 
a speedy brush cleaner. No al- 
terations—insert the shank of the 
clamp into the drill chuck, and the 
brush will be spun clean in 90 sec- 
onds. Used to keep new brushes 
clean, salvage old, and for quick 
change from one color to another 
with same brush. Information 
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LUMBERMEN 
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ae Dip in _<ainot 
4 PN CPR Se srops rot 
It 
_* Dip studs, joists, sleepers, sills—any construction lum- n 
C0 ber that is subject to rot and insect attack—in Cuprinol. ° 
oad With Cuprinol #12 for low cost dipping you can CED 
ite quickly and economically provide lumber for construc- AD- 
pt. tion and repair treated against rot and insects. Pro- 
ve, tective gloves and clothing are not needed. Data on 
dipping tanks gladly supplied. 
And, for packaged sale for brush or spray applica- SEND TODAY 
tion by builders or home owners there is Cuprinol #10 For Free Sample and details 
Green, #20 Clear, in quart and gallon units. Write OSE; LG of FLEXBOND Dealer Plan. 
nt today for prices and information. SPECI 
all CUPRINOL Division, Darworth Incorporated em a LL Co. 
a 53 Maple Street Simsbury, Conn. 1545 EAST 8th STREET * CLEVELAND 14, OHIO 
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! Catch More Profits | 
with these 


ENGINEERED PRODUCTS 


CABINET 
\ CATCHES | 














1— SNUG-TITE | 








Actual size 1” 
long at base, 
Y%," high 


STREAMLINED SPRING CATCH 





A functional catch that adds 
smartness to today’s modern, 
streamlined cabinet. Gives feather 


touch closing .. . positive latching 
- requires 50 times closing 
pressure for opening . .. one 


piece housing means rugged con- 
struction ... has two way adjust- 
\ ment and is exceptionally easy 








to install . . . popularly priced 
with a good profit. 





| 2— E-Z-ROLL | 








RUBBER ROLLER CATCH 





A quiet, general purpose catch 
equipped with a rubber roller for 
soft closing . . . has no back lash 
. .. fine for flush or offset doors, 
jamb or shelf installation. Elon- 
gated screw holes provide quick, 
easy mounting and adjustment. 
Low priced—fast moving—high 
profit. 


Every Householder a Prospect for 
Several of these Better Engineered Catches 


ORDER FROM YOUR JOBBER 


an or write to: 


ENGINEERED MTT 11) 144.14) 
PRODUCTS CO. 


FLINT 4, MICHIGAN 
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from Portable Electric Tools, Inc., 


Dept. AL&BPM, 255 W. 
Place, Chicago 20. 


79th 


Sander-Polisher Now 

Offered with 21 Accessories 
The Duo Portable Electric San- 

der - Polisher, manufactured by 

Clarke Sanding Machine Company, 





is now offered with 21 accessories 
. that quickly change it to a grinder, 
a drill, a steel wooler, a buffer or a 


wire brusher. This versatile tool 
is also still offered as a portable 
sander-polisher only. It is ideal for 
hobbycrafters, “handy’ men and 
mechanical minded boys. Actually 
6 tools in one, it has many uses for 
automotive shops, plants, service 
stations, contractors, builders, 
painters, decorators, cabinet mak- 
ers, woodworkers and metal work- 
ers. It is an excellent maintenance 
tool for schools, hospitals, hotels 
and institutions. Write Clarke 
Sanding Machine Company, Dept. 
AL&BPM, Muskegon, Mich. 


Kitchenaider Cabinet Sink 

The 42” standard Kitchenaider 
cabinet sink has been returned to 
the Youngstown Kitchen line after 
an absence of nearly eight years. 
This model, now available through 


. Youngstown dealers, has a double 


bowl sink top, one of which is extra 
deep. A sliding drainboard moves 


to cover either bowl, and provides 
work surface at the unit. One large 
compartment with double doors 
makes up the undersink compart- 
Sink top is of acid-resisting 


ment. 











porcelain on steel and has an im- 
pressed soap dish. Chrome faucet 
assembly has a 9” swinging spout 
which extends to the center of 
either bowl. Space is provided for 
installation of spray if desired. The 
undersink is of all-steel construc- 
tion finished in hi-bake white 
enamel. Write Mullins Manufac- 
turing Corp., Dept. AL&BPM, War- 
ren, Ohio. 


Real Plastic in Tubes 
Thermo-plastic in tubes that can 
be easily used by anyone, has been 
announced. This new development 
is made in two forms, Plastic Putty 
and Plastic Calking. The putty is 
ideal for filling holes, cracks, dents 
and gouges in wood, metal, plastic, 





concrete, plaster, brick or any other 
material. It can be applied quickly 
from the tube and rapidly dries 
into a hard, firm plastic that won't 
come loose. It can be easily sanded 
and polished to a satin-smooth fin- 
ish and painted or lacquered. It 
can be sawed, nailed and milled. 
Any color putty can be achieved 
simply by mixing with ground in 
oil color. Plastic Calking has all of 
these qualities, but is of lighter 
consistency. It is excellent for seal- 
ing cracks around bathtubs, sinks, 
showers, faucets, windows, drain- 
boards and for calking boats. Write 
Sterling Industries, Inc., Dept. 
AL&BPM, 1428 S. Maple Ave., Los 
Angeles 15, Calif. 


New Streamlined 
Tool Mount 

This new Acme E5 Universal 
Tool Mount was recently exhibited 
at the National Materials Handling 
Exposition in Philadelphia. It has 
rubber casters for easy portability, 
four leveling screws on the base 
for eliminating wobble on uneven 
floors. The mount has a 17” ver- 
tical movement without post ad- 
justment, a post adjustment of 21”, 
or a total of 38” vertical movement. 
The center post is spring-mounted 
for easy adjustment when the pack- 
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of WEST COAST 


LUMBER 


AND ALLIED PRODUCTS 
Write or Ware: 


HILL-BEHAN 


LUMBER Co. 


WESTERN DIVISION 
PHONE 6972 TWX EG25 


EUGENE, ORE. 





52 PAGE BOOK OF 


610 WILLAMETTE ST. 
SMALL 


HOUSE 25° 


PLANS 


DESIGNED BY OUTSTANDING 
ARCHITECTS 


BLUEPRINTS 
AND SPECIFICATIONS 
AVAILABLE AT LOW COST 


SEND COIN OR STAMPS TODAY! 


HOUSING PLAN SERVICE, 


DEPT. 102 * 140 NASSAU STREET ® 





Inc. 
NEW YORK 7, N. Y. 


ALIFORNIA 


SUGAR & WESTERN 


PINE AGENCY, INC. 


#1] MONTGOMERY ST. 
SAN FRANCISCO, CALIFORNIA 


SUGAR Selects and 
Pin E Shop 


" California Ponderosa Pitre 
' Mouldings ane A. saaek 
\" n ‘ 
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HERE'S THE DE AL 
10 SAVE $20.62 






















You get 


P 3 Home Ventilators 
and clean, (Reg. Dealer Cost) $72.36 


1 See-All Ventilator 
Display ...... 


255 Piece Merchan- 
dising Package .. 1.50 


A Total Value of $93.86 


All for 
only $7324 


Don’t miss this bargain offer 


WESTINGHOUSE ELECTRIC CORPORATION 


Appliance Division 


Springfield 2, Mass. 





CLIP AND MAIL THIS COUPON (OGG 


lam interested in learning more about this Westinghouse 
Poweraire Home Ventilator Deal. Please send me the 
details today. 


Name 





Address 








WESTINGHOUSE ELECTRIC CORPORATION 
Fan Department 
Springfield 2, Mass. 


653 Page Boulevard 
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heres how 





Ys nonits 


CONSISTENT QUALITY age falls out of the 17” vertical 
baked in, long lasting beauty movement. The strapping tool can 
. tougher, more durable be used in a 360 degree circle 


finishes ... non-chipping ... around the post, which facilitates 
permanent high gloss. 


easy cross-strapping. This mount 
COMPLETE LINE | is designed for all models of Acme 
choice of 5 different patterns Steelstrappers and can be mounted 
and 9 color combinations. in the floor without a base, or at- 
MERCHANDISE HELPS tached to conveyor or strapping 


te cu enian tote table. Write Acme Steel Company, 

re aa Dept. AL&BPM, 2840 Archer Ave., 
Se isplay : 

boards... smart packaging. Chicago 8, Il. 


NATIONAL ADVERTISING . 
ano nd Titan Infra-Red 


seen by millions in such mag- ° 
azines as Better Homes & Electric Wall Heater 


Gardens, House & Garden A 1600 watt Infra-Red Electric 
American Home. Wall Heater, available in both 110- 
120 and 220-230 volt models, of- 
fers all.the advantages of both in- 
fra-red and fan-forced heat in a 
moderately priced heater. It is 
finished in white baked enamel with 
highly polished chrome grillwork. 
A high-volume, non -turbulance 
creating fan drives all the heat out 
of the case through scientifically di- 
mensioned ducts, keeping the case 
Ever-Cool. The heater is as easy 
to install as an outlet box. Di- 











Bis this handy memo to your 
letterhead and mail today! 


Prestile Mfg. Co. * 2860 Lincoln Ave. * Chicago 13 


Please send me free samples and Dealer's 
Merchandising Kit —“‘How to Make More 
Profits from Tileboard.” L 













mensions: front al ll na in.; 
wall box—8x9x12% in. For com- 
plete information write The Titan 
Manufacturing Co., Inc., Dept. AL 
&BPM, Buffalo 2, N. Y. 


Harbil Paint Mixer 

The Harbil paint mixer, reported 
by the manufacturer to be the most 
advanced machine of its kind, keeps 
new paint in excellent condition, 
renews old, intermixes colors. It 
will last for years, and according 
to the manufacturer, it will outper- 
form any other mixer of its kind. 
The Harbil paint mixer which is 
completely portable, will not creep 
and is said to operate entirely with- 
out noise or vibration. Shakes any 
size can or jar up to 1 gal. in each 
cradle—2 gals., 2 qts. or 4 pints, 
etc. For complete details write 
Harbil Manufacturing Co., Inc., 
Dept. AL&BPM, 325 W. Ohio St., 
Chicago 10, IIl. 





The New Hammer Stapler 
William C. Dickneider, vice- 
president and director of sales of 
the Hotchkiss Company, recently 
described some of the Stapl-On’s 
unique features: “The Stapl-On is 


9 






lighter than any other hammer 
stapler on the market... . It 
weighs only 1 lb. 14 oz. and almost 
all this weight is in the stapling 
head. This means that tacking with 
the Stapl-On is exactly like swing- 
ing a well-balanced hammer, ex- 
cept that one tap, instead of sev- 
eral, drives a staple, even in hard 
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‘Ell says “experience can tell’! 








Bill Wright, superintendent of Portland Shingle 
Mill and Shake Plant, can tell you from his 41 years 
of experience that it takes a lot of know-how to 
produce high quality shingles and shakes. 

This know-how of skilled workmen together with 
first rate red cedar timber guarantees the high 
quality of Portland Brand Western Red Cedar 
Shingles and Skookum Tru-cut Shakes. 


Portland Shingle Co. has 4 mills strategically 
located in the heart of the Red Cedar stand which pro- 
duceaconstant supply of quality Red Cedar Products. 

When you order, know you are buying the best! 
WRITE OR WIRE FOR PORTLAND SHINGLE CO. DEALER PLAN TODAY 


PORTLAND SHINGLE CO. 


9036 N. DENVER AVE. * PORTLAND 3, ORE. 


Mills at: 


Ridgefield @ Kelso @ Quinault, Wash. ©@ Portland, Ore. 














_— 





J. 


Libby, Montana 


Kiln Dried 
Well Manufactured 


Ponderosa Pine 
Douglas Fir 
White Fir 


Montana Fir & Larch 


SF gue Fa Woodorek 





NEILS LUMBER 
COMPANY . 


Klickitat, Washington 
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CUSTOM 
MILLING 


Transit Rates 


Insured storage and air 
drying yard. 


Ship your lumber green or 
partially dried to be milled, 
and shipped on order. 


Located on both the Soo 
Line and C & NW Railroad. 


WALLRICH’S 


M. J. Wallrich Land 
& Lumber Co. 


Shawano, Wisconsin 











STOP! 


Slaving Over 
Your Drawing Board 





Personalized house plans drawn 
to suit your prospect—fees as 
low as three cents a floor foot. 
Quick service. Ask about our 
“Pays Its Own Way" Re-draft- 


ing Service. 


LUMBERMAN'S 
PLAN SERVICE 


120 Machin St., Peoria 5, Ill. 
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wood or light metal. . . . Another 
unique feature of the Stapl-On is 
its hammer-shaped handle which 
conforms perfectly to the human 
hand for greater comfort.” The 
manufacturer recommends the 
Stapl-On for upholstering, display 
work, installing insulation, outdoor 
advertising, lining box cars, tag- 
ging shipping boxes, making toys, 
tacking upholstering on furniture, 
building construction, etc. Write 
the E. H. Hotchkiss Company, 
Dept. AL&BPM, Norwalk, Conn. 


Non-Stick Window Units 


For the first time since the war, 
Non-Stick Window Units, manufac- 
tured by the N. S. W. Company, 
are available in any quantity de- 
sired. Special features of these 
units are sturdy frame construc- 
tion, complete metal to wood sash 
runs, narrow mullions. The units 
are weather tight, noiseless, easy 
to operate. Sash is balanced by 
Pullman balances. Molded outside 
casing measures 1,5,”x2”. For com- 
plete details write N. S. W. Com- 
pany, Dept. AL&BPM, 12930 Au- 
burn Ave., Detroit 23, Mich. 





New Barber-Greene Unloader 
Starts Under Full Load 


A new railroad car unloader, 
Model 358, featuring a compact and 
simple conveyor drive mechanism, 
has been announced by the Barber- 
Greene Company. Designed for 
unloading both abrasive and non- 
abrasive materials from hopper 
bottom cars, it is belt driven 
through a_ standard cone-drive 
speed reducer. With this drive 
it is possible to start the conveyor 
under a full load of material. This 
makes it unnecessary to dig the 
unloader out from under the car, 
as is the usual practice, to start 
it in case of power failure or other 
type of breakdown. Used with a 
5 h.p., 1150 r.p.m. gasoline engine, 
the cone-drive furnishes a 10 to 1 
reduction for the conveyor. 


February 12, 


Illus- 





trating its compactness, the cone 
unit’s 3 inch center distance com- 
pares with 5 inch centers which 
would be required if a conventional 
type speed reducer of the same 
capacity were used. Write Barber- 
Greene Company, Dept. AL&BPM, 
Aurora, Il. 


Bathroom Cabinet and 
Accessory Display 


The new F. H. Lawson Company 
easel-type display conveniently 
helps make sales. It shows to ad- 
vantage any Lawson bathroom cab- 
inet equipped with No. 60 style 
light fixtures. Also displays the 
assortment of chrome-plated Law- 
son accessories . . . soap dishes, 
towel bars, paper holders and robe 
hooks. Display measures 32” wide 
by 61” high. Accessories come at- 
tached to the display and cabinet 
is attached to insert panel with 
four wood screws. Display is iden- 
tified as No. 5290, and is available 
to jobbers for their own use and 
for distribution to their dealers. 
No charge is made for the display 
panel. Sample cabinet and acces- 
sories are charged for at list price 
less the regular trade discounts. 
Four other panels displaying acces- 
sories only are available under this 
same plan. Further information 
can be obtained by writing the 
F. H. Lawson Company, Bathroom 
Cabinet Division, Dept. AL&BPM, 
809 Evans St., Cincinnati 4, Ohio. 
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Current Statistics on 
Output and Distribution 


Lumber shipments of 429 mills reporting to the Na- 
tional Lumber Trade Barometer were 1.7 percent 
below production for the week ending January 22, 
1949. In the same week new orders of these mills 
were 14.8 percent above production. Unfilled order 
files of the reporting mills amount to 30 percent of 
stocks. For reporting softwood mills unfilled orders 
are equivalent to 21 days’ production at the current 
rate, and gross stocks are equivalent to 68 days’ pro- 
duction. 

For the year-to-date, shipments of reporting iden- 
tical mills were 5.8 percent above production; orders 
were 16.2 percent above production. 

Compared to the average corresponding week of 
1935-39, production of reporting mills was 66.3 per- 
cent above; shipments were 46.6 percent above; orders 
were 46.6 percent above. Compared to the correspond- 
ing week in 1948, production of reporting mills was 
23.3 percent below; shipments were 34.2 percent be- 
low, and new orders were 29.1 percent below. 


Southern Pine 


Production of Southern Pine by the 108 mills re- 
porting to the Southern Pine Association for the week 
ending January 22, 1949 totaled 17,000,000 feet. This 
was 7.14 percent below the three year average. Ship- 
ments were 15,878,000 feet, or 6.60 percent below pro- 
duction. Orders for the week totaled 14,627,000 feet, 
20.10 percent below the three year average. 


Western Pine 


The 106 mills reporting to the Western Pine Asso- 
ciation for the week ending January 22, 1949 cut 
40,409,000 feet as compared to 57,806,000 feet for the 
same period a year ago. Shipments amounted to 
47,763,000 feet, 18.1 percent above production. Un- 
filled orders at the end of the week stood at 173,551,000 
feet compared to 185,862,000 feet a year ago. Gross 
stocks amounted to 942,8880,000 feet this year com- 
pared to 747,024,000 feet for the same week last year. 


in the Market Centers 


BALTIMORE—The 10 percent price cut ordered 
January 19 by a leading producer of plywood came 
unexpectedly to many dealers. Some reported they 
had fairly large inventories on hand, accumulated 
since the gray market had been knocked out when 
supply caught up with demand a short while ago and 
there seemed a certainty of a stabilized market. Belief 
now is that the market will be more stable from here 
on, but there is no doubt that competition will be 
keen. The most recent cut was considered very im- 
portant, not only because it was drastic, but because 
it was made by a leading manufacturer of plywood. 
Previous to the national action, there had been some 
cutting of prices locally, dealers reported. In other 
divisions of the lumber market, there have been no 
important developments locally for several weeks. 
Prices on the lower grades seem stabilized at lower 
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GURDON 
OAK FLOORING 


is 
Good Oak Flooring 





Gurdon Lumber Co. 


Gurdon, Arkansas 


Phones 231 -- 232 
Member National Oak Fig. Mfrs. Assn. 





Hardwood Lumber 
Hardwood Pallets 





"SERVING YOU SINCE '22" 














SALES BUILDING EQUIPMENT 
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141 WARRENAVE. 
MONTPELIER.OHIO 


W.C.HELLER SCD. stew york city 
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Buy with confidence... 
Sell with enthusiasm... 


Products of member mills* 
of the Western Pine Associa- 
tion are well manufactured, 
carefully and accurately grad- 
ed and thoroughly seasoned. 
Sold in straight or mixed car 
lots for your economy and 
convenience. 










These Are the 
Western Pines 
@ Idaho White Pine 


®@ Ponderosa Pine 
@ Sugar Pine 


These Are 
Associated Woods 


®@ Larch 
@ Douglas Fir 

@ White Fir 

@ Spruce 

@ Cedar 

7m @ Lodgepole Pine 


WOODS PROM 























* Write for Directory of Membership 













a Western Pine Association 
WESTERN PINE 510 Yeon Bldg., Portland 4, Ore. 





Jucreate Your Saleo... 





Hardwood 
Plywood 
Merchandiser 


Nowl Cash in 
on hardwood plywood 
sales. With Aetna’s 
space-saving, plywood 
merchandiser, the ‘‘Easi- 
Sell’ Display Cabinet, 
plywood sells itself, 
builds a permanent re- 
peat business. 





The “Easi-Sell’’ Display Cabinet is handsomely finished, comes 
stocked with 60 pieces of 30°’ x 60°’ hardwood plywood including 
Walnut, Birch, Oak, Gum and Mahogany. 


With the cabinets you get. 

ADVERTISING MATS—help build your hardwood business. 
FURNITURE PLANS—sales makers that increase your service to 
the customer. 


Send for full information on zo Plywood Display Cabinet and 
Aetna’s Free ““TELEPLY TICKER”’ price list. 


PLYWOOD & VENEER COMPANY 


1732 Elston Avenue, Chicago 22, Illinois 
Phone ARmitage 6-7100 

Branch Warehouse: Grand Rapids 4, Michigan 

Sales Offices: Detroit, Mich.; Milwaukee, Wis.; 

Indianapolis, Marion, and West Lafayette, Ind. 
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LUMBER MARKET 





levels. A higher range holds in the upper grades, 
with the supply of failing to meet the demand even 
during the slack season. 


SEATTLE—Logging is virtually at a standstill due 
to continued cold weather. The Kosmos Timber Com- 
pany, a railroad operation on the upper reaches of the 
Cowlitz river and an undetermined amount of logging 
on the Queeis river in the Grays Harbor district are 
getting out logs and they have the field to themselves. 
Most big mills are running but small mills in Oregon 
and Washington, particularly those in high altitudes, 
are down. Large numbers of shingle mills are down 
particularly in northern Washington. 


Demand—prices—The buyer is finding it hard to 
get exactly what he wants because so many mills are 
down. Prices have stiffened some. Cutting is very 
hard to get. Demand is fair considering the bad 
weather in many consuming areas. Shutdowns of 
small mills has strengthened green lumber prices while 
dry items are leveling off. Some big mills have a fair 
inventory of dry items. Vertical grain flooring can 
be bought. Mixed cars of lumber ordered before 
Xmas for shipment after January lst are moving. On 
current orders some mills are restricting amounts of 
lumber by insisting on a percentage of D items. 


The principal price change has occurred in low 
grade uppers which have dropped ten to fifteen per- 


cent. One informant stated the drop averages fifteen 
percent. Mills do not want to acquire a large inven- 
tory. 


The shingle market is very quiet with prices about 
the same for the past 30 days. Some government buy- 
ing of lumber calls mostly for dry boards and dimen- 
sion for off shore shipment. 

Supply—For the first time since the war some mills 
have fair inventories of dry items and the buyer has 
a good chance of getting what he wants in dry lumber. 


KANSAS CITY—The lumber market was strictly 
a weather affair in the past two weeks. Ice, sleet and 
snows worked to sharply curtail production, shipments 
and sales. Building activity was paralyzed through- 
out the district by one of the worst sleet and snow- 
storms in years. With the reduction on production, 
prices held firm and at levels of recent weeks on most 
items. A number of moderate-sized mills joined the 
“‘peckerwoods” in closing down. It was impossible to 
get into the interior to log in the last two weeks and 
some time will elapse before forest operations are re- 
sumed. Mills have a fair amount of logs on hand, 
however. Retail yards are making some inyuiry for 
lumber and probably will purchase liberal mounts 
this spring. Industrial users also plan to step up 
purchases, having been dormant for several months. 
The price lists for 1 x 8 No. 2 kiln-dried boards gen- 
erally ruled from $73 to $75 a thousand, and 1 x 6 
was priced at $70. In dimensions, No. 2 and better 
2x 4 and 2 x 6 brought $70; 2 x 8, $72 and 2 x 10, 
$75. Flooring and finish items were bringing $155 
to $160, which price is around $5 less than it was at 
the close of 1948. No. 2 gum is selling around $38 to 
$40; No. 1 and better at $80 and FAS at $100. The 
bank saw mills are getting $5 to $10 a M more for 
the gum than circular saw operators. 
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C. E. Klumb Lumber Company 


C. E. (ROY) KLUMB, Sr., Owner 


Wholesale Lumber Distributors 


An Experienced Lumber Service That Knows the 
Producer's Problems and the Buyer’s Needs. 


CRYSTAL SPRINGS, MISSISSIPPI 
“In the Heart of the Deep South” 


Phone 169 P. O. Box 391 
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BRITISH COLUMBIA 
LUMBER and SHINGLES 


Douglas Fir © Western Red Cedar 
Hemlock © Spruce 


Are in Position to Make Prompt Shipments 


THURSTON LUMBER CO. LTD. 


Wholesalers and Manufacturers 
Metropolitan Bidg., VANCOUVER, B. C. 
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AKA AKAM) 
1927 - OAK FLOORING - 19 


2 Years Devoted 

Exclusively 
to the Manufacture 
of Oak Flooring 





Properly Seasoned 


in modern Moore Cross-Circulation 
Kilns. 


Accurately Milled 


in a modern plant by men with 
years of experience. 


Expertly Graded 


in accordance with NOFMA 
grading rules 


Consult us on your next 


requirements " 
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THE OZARK OAK FLOORING 


COMPA 
BISMARCK, MISSOURI 











HOUSTON 
REFUSE 
INCINERATOR 


Engineering Service & 
Estimates Furnished 
Without Charge 


HOUSTON BLOW PIPE & 
SHEET METAL WORKS 


HOUSTON 1, TEXAS 











CUPBOARD DOORS 





WISCONSIN LAMINATING CO. 












Widths 12” to 32” in 4 inch Steps 
Lengths 12” to 72” in 4 inch Steps 


At Your Jobber — or Write Direct 


CHILTON, WISCONSIN 
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Unsuspected, undetected moisture 
cests YOU dollars every day! 


Electronic MOISTURE REGISTER detects the exact moisture 
content of wood within 3 seconds. No more costly guessing. 
No complicated calculations! Simply place the electrodes against 
the surface to be tested . . . read the dial. WRITE, TODAY, 
FOR FULL DETAILS AND A LIST OF PRESENT Electronic 
MOISTURE REGISTER USERS. The Moisture Register Co., 
Dept. A, 133 N. Garfield Ave., Alhambra, California. 






The Standard in Moisture Testing for 
more than 15 years. 
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Vacates Yard for Government 
Hospital 

Preskill Lumber Co. has vacated its 
Taylor St. yard in Chicago, Ill. to 
make way for a government hospital. 
The entire organization is now located 
at the Kedzie Avenue Yard—3366 N. 
Kedzie Ave. 


New Officers of British 
Columbia Association 

F. J. Poole has been elected presi- 
dent of the British Columbia Whole- 
sale Lumber & Shingle Association. 
C. R. Fraser is vice-president. The 
directors are H. W. DeCew, L. H. 
Braddick and R. W. Heaps. 


Distributing Firm Organized 
By Paul Stewart 

Paul L. Stewart recently resigned 
his position as general sales manager 
for Great Lakes Distributing Corp., 
to open a wholesale building materi- 
als sales organization of his own. 
The new firm will be known as Stew- 
art Distributing, Inc., and will be lo- 
cated at 286 So. Glenwood, Columbus, 
Ohio. Mr. Stewart has held his posi- 
tion with Great Lakes since its or- 
ganization in 1940. 


New Name for F. A. Smith 
Manufacturing Co., Inc. 

Fasco Industries, Inc., Rochester 2, 
N. Y. is the new name for F. A. Smith 
Manufacturing Co., Inc., long-estab- 
lished manufacturer of fans, motors, 
ventilators, blowers and automotive 
electrical equipment. The new name 
conforms more closely to the trade- 
mark “FASCO” used on the com- 
pany’s products. There is no change 
in corporate structure, officers, direc- 
tors, or policies. 


Canadian Mill Purchased 
by Inland Lumber 

The Inland Lumber Company, of 
Chicago and Winnipeg, Canada, has 
announced the purchase of The David 
Wilson Lumber Company located in 
British Columbia, Canada. This mill 
produces old growth, dense Douglas 
fir. The acquisition of this west coast 
mill is another step forward in the 
Inland Lumber Company’s plan of 
giving more attention to the indivi- 
dual requirements of its customers. 


Stiefel and Miller 
Form Partnership 

Stiefel and Miller, a recently formed 
partnership between Ray F. Stiefel 
and Joe A. Miller, announce their suc- 
cession to the firms of Austin D. 
Storms and Storms Stiefel. The new 
organization will operate the lumber 
sales commission business established 
since 1898 with principal offices at 
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Fort Madison, Iowa (P. O. Box 237), 
Ray F. Stiefel in charge. 

Mr. Miller, who will have charge of 
the Bloomington, Ill. office, was for- 
merly a salesman for the B. F. Nelson 
Roofing Co., Minneapolis, Minn. 


Tennessee Firm 
Producing Red Cedar Windows 

John Jared, president of the Duck 
River Sash and Millwork Co., Man- 
chester, Tenn., believes his company 
to be the first factory to produce Ten- 
nessee Red Cedar windows. Mr. Jared 
adds that these windows are a definite 
improvement over present wood win- 
dows, both in beauty and lasting qual- 
ity. Previously some cedar windows 
had been made by hand. 

The Duck River Sash and Millwork 
Co., is now in its third year of opera- 
tion in the manufacture and whole- 
sale distribution of architectural mill- 
work, stock doors, windows and mold- 
ings. The firm was recently incorpor- 





ated, changing from a _ partnership, 
Officers of the corporation are John 
W. Jared, president; V. H. Jernigan, 
vice-president, and Mrs. Fred Murphy, 
secretary-treasurer. 


Southern States Iron to Open 
Branch in New Orleans 


Southern States Iron Roofing Com- 
pany plans to open a _ branch-ware- 
house in New Orleans, La. W. J. Ma- 
hany, vice-president of operations, 
stated that preliminary negotiations 
have been completed and that the 
branch is expected to go into opera- 
tion in the early spring. The New 
Orleans branch will be number 10 in 
the Savannah, Ga., firm’s rapidly ex- 
panding distributional network. 

The warehouse division of the New 
Orleans branch will carry in stock the 
broad line of general building prod- 
ucts which the company distributes 
for national manufacturers. The fac- 
tory division, which will be located in 
the free trade zone in New Orleans, 
will manufacture aluminum and steel 
roofing and accessories. It will be 
the company’s principal export outlet 
to South and Central America. 

R. R. Summerville, now assistant 
director of Southern States’ Birming- 


ham operations, has been appointed | 


branch manager in New Orleans. 





Products Forum, Advertising Plans, Included in Two-Day Program at 
E. L. Bruce Co. 





First national meeting of the Household Products Division of E. L. Bruce Co. 


Lumber dealers enjoyed an increase 
of more than 17 percent in volume on 
Bruce Household Products in 1948 as 
compared with 1947. This was brought 
out in the first national meeting of 
the Household Products Division of 
E. L. Bruce Co. recently held at the 
home offices in Memphis, Tenn. E. L. 
Fellman, vice-president, planned the 
two-day program which included an 
informative trip through the com- 
pany’s laboratory, a products forum 
by Frank Lyons, research chemist, 
and an analysis of advertising and 
promotion plans for 1949. 

For the first time color pages on 
Bruce Household Products are sched- 
uled for Life, Ladies’ Home Journal 
and Better Homes & Gardens. Good 
Housekeeping Magazine will also be 
used. 

E. L. Bruce, Jr., president, made the 
opening address at the gathering of 


the Bruce company’s newest selling 
division. He brought out that Bruce 
floor maintenance items which were 
once distributed in a limited manner 
through lumber dealers have ex- 
panded into a nationwide business. 
The demand is still growing for these 
popular products which include Bruce 
Floor Cleaner, the Bruce Doozit, 
Bruce Tuf-Lustre Wax, Bruce Self- 
Polishing Wax, Bruce Paste Wax, 
Bruce Floor Finish, Bruce Gymnasium 
Finish and Bruce Linoleum Seal. 

Bruce’s reputation as the- world’s 
largest hardwood flooring maker has 
done much to merit ready acceptance 
of Bruce floor care products. An- 
other factor which has stepped up 
sales of these items is the use of the 
Bruce Salesmaker, a permanent dis- 
play which holds the complete Bruce 
line and increases turnover through 
suggestive selling. 
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TWIN HARBORS LUMBER COMPANY 


Aberdeen, Washington 


Manufacturers and Distributors of all 


WEST COAST WOODS AND SHINGLES 


ADJUSTABLE FOR 1" TO 4" PICKETS 








Cuts Gothic pickets quickly, accurately, with no further finishing or sanding 
required. Hand operated . .. anyone can use it! Utilize odds and ends for 
pickets. Heavy casting, durable, will serve you year after year. Order at once 

. delivery 30 days... have this to take care of spring trade. SEND CHECK 
WITH ORDER. Net price $47.50 f.0.b. Wilmette, Illinois. (Where state sales 
tax applies, add tax.) 





H.A. Te HUBERT of o PEE Yel Ett ete 
1210 Washington Ave. Wilmette, Illinois 


SHEVLIN-McCLOUD LUMBER COMPANY 


{ Successors to Shevlin Pine Sales Company } 





























SELLING THE PRODUCTS OF DISTRIBUTORS OF SPECIES 
*THE McCLOUD RIVER LUMBER GSHEVLIN PINE 
COMPANY PONDEROSA PINE 
McCloud, Calif. Reg. U. S. Pat. Off. (PINUS PONDEROSA) 
*THE SHEVLIN-HIXON COMPANY EXECUTIVE OFFICE 
Bend, Oregon 900 First National Soo Line Building SUGAR (Genuine White) PINE 
‘Member of the Western Pine Associa. | MINNEAPOLIS, MINNESOTA (PINUS LAMBERTIANA) 
tien, Portland, Ovegen. DISTRICT SALES OFFICES: 
, NEW YORK CHICAGO SAN FRANCISCO 
1604 Graybar Bldg. 1863 LaSalle-Wacker Bldg. 1030 Monadnock Bldg. 
 Dandeosa Pine Woodwotk Lexington 2-9117 Telephone CEntral 6-9182 Exbrook 2-7041 











THE NAME SILVER LAKE stampeD ON EVERY FOOT 


@ PACKED IN CARTONS @ 
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LOWER PRICED GRADES 
EDDYSTONE 
Mills and Sales Office PELHAM 
SILVER LAKE CO. ; ) Chattahoochee, Georgia NUCORD 
NYol[o Mi lalcoltlolaMm.c-tellolare] MOI Sialolehiela: BENGAL 
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Guaranteed 90% 


Only SUPERCEDAR is of 
the same uniform high 
quality standard that 
guarantees every 
package to contain 
90% Red Heart or 
better, and 100% 
oil content 
which produc- 
es the pleas- 
ing aroma. 


Red Heart or Better 
100% oil content 
Suggest Cedar Lined 
Closets to Every Home 
Builder. There is 
Nothing Better than 









closer LINING 





SEALED 
PACKAGED More home builders are 
LABELED specifying cedar lined 


closets today than ever— 

and Brown’s SUPERCEDAR 
is nationally advertised to 
thousands of new home pros- 
pects,architects and builders. 
SUPERCEDAR closet lining is 
surfaced, tongue and grooved, 
ready to put on with no waste. 

Packaged and sealed with the 
Geo. C. Brown label and guaran- 
tee, famous since 1886. 


Product of 


GEO.C. BROWN & CO. 
GREENSBORO, N. C. ESTABLISHED 1886 
wy .¥-1c]-3-aae 4 Lele Vonge) -1-4-1-mela 


AROMATIC RED CEDAR IN THE WORLD 











ANTI-RATTLE 





SIDE VIEW 


END VIEW 
OF SHOE 











It’s as easy to install as a win- 
dow spring bolt. This new fric- 
tion sash holder can be used on 
any double-hung sash 1%” or 
thicker. Uses the same hole as a 
window spring bolt. For new 
sash, simply drill a %” hole at 
the center of one side only. The 
friction is easily adjusted after in- 
stallation to accommodate any 
weight sash. Where desired, the 
side with the sash holder can be 
weatherstripped; it’s never neces- 
sary to strip the opposite side be- 
cause of the tight contact. Fully 
guaranteed ... Retail about 30c 
each .. Free display model 
available. 





Ask your jobber, 
or write us. 


iy 250 EAST FIFTH STREET | 
ST. PAUL 1, MINNESOTA 











Rubberset Passes Sales Quota 





RUBBERSET SALES STAFF (left to right): 


At the start of the second half of 
1948, each sales representative of the 
Rubberset paint brush organization 
was given a cut-out piece of the map 
of the United States in the exact 
shape of his territory and bearing 
his name. On the back of this piece 
of map was the territory sales quota. 


H. J. Fallone; W. R. Wright; 
Freeman; W. R. Daggatt; E. L. Robson; E. R. Brown; J. F. Smith. 


R. D. 


As each salesman reached his quota, 
he sent his territory to the home of- 
fice. The map was completely assem- 
bled in December and presented to 
E. L. Robson, vice-president and 
general sales manager of Rubberset 
Company. 





Strand to Operate 
As Detroit Steel Division 


Business of Strand Building Prod- 
ucts Company, previously a subsidi- 
ary corporation of Detroit Steel Prod- 
ucts Company, will in future be car- 
ried on by -Strand Garage Door 
Division of Detroit Steel Products 
Company with offices at 2250 E. 
Grand Blvd., Detroit 11, Mich. The 
same management continues with H. 
E. Heseltine as manager of the Strand 
Garage Door Division. 


Williams Plywood Company 
Blazes Trail with New Sales 
Venture 


An innovation in sales technique, 
combining good public relations with 
the film “Miracle In Wood,” is one of 
the key features of the Williams Ply- 
wood Company’s unique efforts to 
blaze the trail to stronger sales pro- 
motion. Formulated by Sales Man- 
ager E. Ed Griffin, an extensive edu- 
cational course showing the manufac- 
ture and uses of fir plywood is being 
offered by the Williams Plywood 
Company to its various lumber dealer 
accounts. 

From a public relations standpoint, 
this program packs two good shots 
for the distributor and the dealer. 
Usually, Mr. Griffin and his staff pre- 
sent the remarkable movie on ply- 
wood, “Miracle In Wood” to interested 
high school groups and service clubs. 
Naturally, this phase of the show 
builds a great deal of good-will in the 
town, even before the dealer enters 
the picture. 

Dealer meetings are held at yard 
offices during the evening. This af- 
fords the dealer the opportunity to 
invite numerous contractors to wit- 
ness the film and to participate in a 
very informative and _ educational 
question and answer forum on ply- 


wood. Here again, the local dealer is 
promoted with the contractors. 

This program, as originated by the 
Williams company, began early in 
November, 1948. Since that time, the 
company has been flooded with re- 
quests for repeats of this meeting 
from various dealers, carpenters’ 
unions and architectural groups. Ac- 
cording to Mr. Griffin, the amount of 
good-will and sales produced from 
this program makes it an invaluable 
sales aid, not only to the industry 
and to the distributor, but to the 
dealer. 

By early 1949, the Williams Ply- 
wood Company, 222 Chamber Com- 
merce Bldg., Indianapolis 4, Ind., 
plans to have the film available at all 
times. The company will also step- 
up the number of meetings to be 
offered to include 75 to 100 dealers 
and their contractors. 


Deggeller Succeeds Daniels 
as President of Harbor Plywood 


E. W. Daniels, chairman of the 
board of Harbor Plywood Corpora- 
tion, Hoquiam, Wash., announced the 
acceptance of his resignation as presi- 
dent and general manager, effective 
February 28, and the election of Mar- 
tin N. Deggeller to succeed him as 
president and general manager effec- 
tive March 1. Mr. Daniels will con- 
tinue as chairman of the board and 
will devote himself to Harbor Ply- 
wood activities. Elected to the board 
also was C. H. Kreienbaum, president, 
Simpson Logging Company. 

Mr. Deggeller brings to Harbor 
Plywood’s top management additional 
administrative ability which will be 
helpful in the expansion of operations 
now being accomplished. He has 
been associated with Rayonier Incor- 
porated for the past 12 years in vari- 
ous executive capacities, including 
manager of the Timber Division, vice- 
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BURNER wit 
CONE GRAT 


*Burns 25% More 
*With 75% less smoke and 
cinders. Fool proof 

We Also Build 


BOILERS—5 TO 1200 H.P. 
TANKS and STACKS 


STRUCTURAL STEEL 
FABRICATORS 


MFRS. FLANGED & DISHED HEADS 


h 
E 


We Stock 
Straight & Bent Boiler Tubes 





SEATTLE BOILER WORKS 
Now in Our New Larger Modern Plant at 5237 E. Marginal Way 
SEA WASH. 














NOW is the Time 
Get your saws in shape 


Send us your circular saws that are giving you trouble. 


We can weld your spiked saws or cut them down to 
a little smaller size. 


We can make Edger saws, Trimmer saws, etc. from 
your worn out or cracked saws. 


We have manufactured and repaired saws for 50 
years and we know how. 


Best equipped saw Factory in the South. 


J. H. MINER SAW MFG. CO. 
MERIDIAN, MISS. 





THE ORIGINAL MINER SERVICE 








Anaconda Copper 
Mining Co. 


Lumber Department 


Bonner, Mont. 


Manufacturers of 


Ponderosa Pine, Fir and 
Larch Lumber 








Old Growth DOUGLAS FIR 


Oregon-American Lumber Corp. 
VERNONIA, OREGON 














Knudson & Mercer Lumber Co. 


Purveyors to 
Accredited Retail Lumber Dealers 
for 54 years 











| LUMBER FROM SOUTH, WEST, NORTH 


Sash & Doors, Wallboards and Most 
Standard Specialties 


28 E. Jackson Bivd., Chicago 4, Ill. 
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HARDWOOD 
FLOORING 


Oak-Beech-Pecan-Ash 


In straight cars or mixed with air dried 
Yellow Pine Boards and Dimension. 
Best of manufacture. Satisfaction that 
will bring you back for more. 





For prompt attention on your needs phone or write 


Miller & Company, Ine. 





Monufacturers of 
Hesiiabe & Yellow Pine Lumber 
SELMA, ALA. and JACKSON, TENN. 


Selma LD 9910 — Phones — Jackson 1885 
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Hundreds of progressive builders 
are already using... 


STA-TITE 
STEEL BRIDGING 
FOR WOOD JOISTS 








E STA-TITE 


<2) STEEL BRIDGING © ~~, 


Y Wolds with a Grife of Steet 
You can count on profitable repeat orders 
because 


STA-TITE JOIST BRIDGING ... 


. Cuts contractor’s labor costs in half. 

. Half-hard stock permits bridging to flex 
slightly, assuring firm, even floors for 
years to come. 

. Can be readily used in old homes as well 
as new; easily and quickly replaces old 
wood bridging. 

. Comes in two sizes for use with 2x8 and 
2x10 joists spaced 16 inches on center. 
10-inch size also used with 2x12 joists. 

. Only one nail used at each end of each 
piece; saves 200 nails per average house. 

. Patent flanges bite into joists when nailed 
so bridging tightens as joist shrinkage 
occurs. 

Write us today for complete details. Don’t 

miss out on this proved, fireproof, profitable 

line of steel joist bridging. 


SOME JOBBER TERRITORY STILL OPEN 
Beloit Steel Industries, Inc. 


307 CITY HALL BLDG., ROCKFORD, ILL. 








( Here's the one that 
WON'T SHRINK 


This modern plastic in 
powder form makes 
lasting repairs in tile, 
wood or plaster. Pays 
dealers a bigger profit. 
SELLS BETTER because 
it WORKS BETTER. 


WILL NOT SHRINK| 
STICKS AND STAYS PUT 
i) 


a, 








Most dealers report: 4 
“Our sales of Dur- \A 

ham’s Rock - Hard 

Water Putty keep 

~—_Tt bao after 

year.” at’s more, 

Durham’s Rock- Pa — sap 
Hard Water Putty e lowe 
gives you by far the 

best profit-margin on 

any product of this : . 
nature. Use it yourself, and you'll quickly 
see why it sells.so fast, and repeats so regu- 
larly. Many patching materials may shrink, 
fall out or chip off. Durham’s Rock-Hard 
Water Putty does not shrink. Absolutely 
not..It sticks and stays put. You can saw or 
chisel it, paint or polish it to a velvet smooth 
finish. Easy to use. Keeps indefinitely. So 
economical. Just mix with water as 
needed. ¢ Packed twelve 1-lb. cans or four 
4-lb. cans to case. Keep some of each on dis- 
play. Available in 25, 50, 100-lb. drums for 
industrial users. 


The PLASTIC Repair Material 
in POWDER Form 








Gabriel Steel Company Host to Harris, Inc. 


Attending the banquet, January 5, were 26 men from Harris Inc., seven men from the 
Gabriel Steel Company and two men from the Weiser Company. The salesmen pic. 
tured represent all of the states east of the Mississippi River, also Missouri, Kansas, 


Oklahoma and Iowa west of the Mississippi. 


At a recent sales convention held in 
Detroit, the Gabriel Steel Company 
acted as host to Harris Inc., Colum- 
bus, Ohio, national sales representa- 
tive for the steel firm and for the 
Weiser Company of Los Angeles in 
all of the eastern states. The three- 


day convention opened January 3, 
with a bus trip from the hotel to the 
Gabriel Steel Company. The men 
were shown through the plant to ob- 
serve first-hand Gabriel’s expanded 
facilities and busy activity in the pro- 
duction of Home Building Specialties. 





president, director and member of the 
Executive Committee and as an officer 
and director in numerous subsidiary 
companies. 

Mr. Daniels, as one of the founders 
of Harbor Plywood Corporation 24 
years ago, has been president of the 
corporation for the past 10 years, dur- 
ing which time the company has 
grown to prime importance in the 
region. Its enlarged timber holdings, 
manufacturing plants and integrated 
facilities rate the company in the 
front rank of western business. Har- 
bor’s reserves of peeler-type timber 
are perhaps the largest in the ply- 
wood industry. The organization un- 
der Mr. Daniels’ leadership pioneered 
many of the principal plywood de- 
velopments and developed markets 
for them through its nationwide sales 
and distribution facilities. Mr. Daniels 
is an active leader in the plywood in- 
dustry. He helped organize and was 
the first president of the Pacific For- 
est Industries which handles the ex- 
port business for almost all plywood 
manufacturers. He is chairman of 
the management Committee of the 
Douglas Fir Plywood Association, 
holding that top office since its organ- 
ization in 1938. By his skilful ex- 
ploitation plywood has come to be 
recognized worldwide as a staple ma- 
terial for construction, industrial and 
utilitarian purposes. Mr. Daniels 
was named chairman of the board of 
the Harbor Plywood Corporation in 
1948. 


Jones & Brown, Inc., Holds 
Annual Sales Conference 

“If we can carry through all the 
enthusiasm and ideas expressed at our 
sales conferences, 1949 will be a most 
successful year,’ E. N. Rosenthal, 
president of Jones & Brown, Inc., 
Pittsburgh, declared on _ returning 
from the firm’s annual sales confer- 
ence. The meeting was held in Chi- 


cago January 38 to 6. 

Mr. Rosenthal termed the confer- 
ence the best held yet by Jones & 
Brown, who are national distributors 
of Inselbric, the original insulating 
brick siding: Ko-Z-Aire Conditioning 
units; RAC (Regulated Air Circula- 
tion) Controls; Pittsburgh Interlock 
Plastic Wall Tile and other building 
products. 


Companies Announce 





Bert F. Williams’ announces a 
change in the name of Williams- 
Shackelford Lumber Company to 
B. F. Williams Lumber Company at 
1611 Telephone Road, Houston, Tex. 


American Canadian Lumber Corp. 
announces the removal of its offices 
to new and larger quarters in the 
Arco Bldg., 1807 Elmwood Ave., Buf- 
fale, 7, N. Y. 


William J. Crawford has_ been 
named manager of dealer sales for 
the Great Lakes Carbon Corporation’s 
Building Products Division. He will 
direct an expanded dealer sales pro- 
gram for Great Lakes rock wool 
building insulation products and for 
Permalite plaster and concrete aggre- 
gates. Mr. Crawford has been with 
Great Lakes Carbon since 1945 when 
he returned from service as a colonel 
with the Air Force. 


Howard F. Weckel has been ap- 
pointed general sales manager of the 
Elliott Paint and Varnish Co., Chi- 
cago. Mr. Weckel, who joined Elliott 
during 1948, practically grew up in 
the paint industry. Over 20 years 
service with one of the country’s 
largest paint manufacturers has given 
him a broad background of all phases 
of the paint industry. He is a special- 
ist in the promotional, advertising, 
merchandising, and sales field. This 
appointment is in line with Elliott’s 
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